CHICAGO 


PUBLISHED 
WEEKLY at 537 
S. DEARBORN ST. 
HAR. 7504 


Advertising Ag 


THE NATIONAL NEWSPAPER OF ADVERTISING 


Entered as second-class matter Jan. 9, 1932, at the postofice at Chicago, Ill., under the act of March 3, 1879. 


NEW YORK 
330 WEST 


FORTY- 
SECOND ST. 
BR. 9-6432 


Vol. 4, No. 40 


OCTOBER 7, 1933 


In Two Parts—Part 1 


5 Cents a Copy, $1 a Year 


Rough Proofs 


New York didn’t turn out exactly 
en masse for the world’s series. The 
boys were probably more excited 
over those full-page wine and liquor 
advertisements of Park & Tilford. 
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At that, it might be a good idea 
for the politicians to untangle the 
mayoralty situation by the simple 


device of nominating Carl Owen 
Hubbell. 
- = 
“100,000,000 Guinea Pigs,” which 


knocks advertised brands of foods, 
drugs and cosmetics, is now in its 
sixteenth printing. When it comes 
to collecting authors’ royalties, pigs 
is still pigs. 
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During the coming year the Cali- 
fornia Fruit Growers’ Exchange will 
spend $1,250,000 more to advertise 
Sunkist oranges and lemons. Per- 
haps the exchange didn’t see Secre- 
tary Wallace shaking his head over 
things like that. 
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“It seems to be human nature to 
complain about the size of the gas 
bill.” 

That’s because people hate to ad- 
mit that they have money to burn. 
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A gas company expert urges a 
“sales-minded approach to com- 
plaints.” This is the high-brow 
equivalent of trying to turn your 
lemons into lemonade. 
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The house to-house magazine can- 
vassers are being restricted in more 
and more cities, it is reported. If 
this keeps up, it’s going to have a 
mighty bad effect on college attend- 
ance. 
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General Motors has asked 1,000,000 
car-owners to indicate the things 
they want in automobiles, using the 
old hotel slogan, “If you don’t see 
what you want, ask for it.” 
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To help the farmer, Anheuser- 
Busch is urging consumers to eat 
two more slices of bread a day. Of 
course, it will serve the same pur- 
pose if you decide to substitute 
“steins of beer” for “slices of bread.” 
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A magazine publisher says his ad- 
vertising manager plays “social golf 
and/or customers’ golf.” It is sus- 
pected that the nineteenth hole may 
be included in both systems. 
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The Barkeepers’ Friend _ uses 
Painted signs on barns out in the 
country as its principal advertising 
5 activity. Maybe the barkeepers are 

much more pastorally inclined than 
anyone had supposed. 
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{ The National Publishers’ Associa- 

tion had a two-day convention and 

, devoted a day and a half to playing 

golf. Strange to say, none of the 
publishers was named Riley. 
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The imminence of liquor advertis- 
ing is giving publishers the delight- 
) ful experience of being able to decide 
whether they want to turn down 
some business. 
Copy Cus. 


AGENCY CODE 
DEFENDED BY 
JOHN BENSON 


Attacks Due to Misconception, 
He Says 


New York, Oct. 4.—The action of 
a group of small Cleveland agencies 
in planning a vigorous fight on cer- 
tain provisions of the proposed NRA 
code for advertising agencies, as re- 
ported in the Sept. 30 issue of Apver- 
TISING AGE, is based “almost entirely 
on a misconception of the code and 
its implications,” John Benson, presi- 
dent, American Association of Adver- 
tising Agencies, asserted in a pre- 
pared statement given to this publi- 
cation today. 

“In the first place,’ Mr. Benson 
declared, “the basis for vote classi- 
fication is only effective in electing 
members of the planning committee, 
on which will be adequately repre- 
sented small agencies as well as 
large ones, members as well as non- 
members of the A.A.A.A. The vol- 
ume basis of classification is sug- 
gested in order to safeguard a com- 
mittee set-up which has been care- 
fully chosen to represent all inter- 
ests, and this meets with the hearty 
approval of the government, which 
so desires it. 

“It will be noted from the code that 
the whole voting machinery is sub- 
ject to the direction of the adminis- 
trator. One can readily imagine what 
might happen if several hundred 
smaller agencies throughout’ the 
country, most of them entirely un- 
known to us and more or less unfa- 
miliar with a very complex situation, 
were individually to have an equal 
voice with leaders in the agency busi- 
ness, whose experience and influence 
are indispensable in a crisis like this. 
They are giving of their time and 
effort for the common good. 


Is Initiating Body 


“As far as the A.A.A.A. is con- 
cerned, it merely acts as the initiat- 
ing body and as the spokesman of 
the industry, and that is exactly ac- 
cording to the specifications of the 
government. In no other way could 
as effective a job be done, both from 
the government standpoint and the 
agency standpoint. 

“In all of these codes, it is the aim 
of the government to regard the 
trade association as the spokesman 
of the industry and the initiating 
factor. 

“This does not mean that this as- 
sociation is the sole sponsor of the 
code, as it really is a code covering 
the whole advertising agency busi- 
ness and will be governed by a com- 
mittee composed of members and 
non-members. It is also intended in 
sending out the ballot to leave a 
blank space for suggestions other 
than the slate nominated. 

“As far as dues are concerned, it 
has been decided to tax the small 
agency doing less than a quarter of 
a million a year, only one $10 per 
year, whereas the larger agencies 
will be liable for any excess cost 
which may arise. $10 is certainly a 
small, nominal fee, which every 
agency, large and small, should be 
willing to contribute in a cause of 
this sort. 

“The code does not in any way dis- 
criminate against the small agency 


_ (Continued on Page 13) 


Shawnee-on-Delaware, Pa., Oct. 3. 
—William B. Warner, president of 
the McCall Company, New York, was 
elected president of the National 
Publishers’ Association today. Mr. 
Warner has been active in the asso- 
ciation, particularly in work relating 
to postal affairs and copyright legis 
lation. 

Other officers and 
re-elected, as follows: 

A. D. Mayo, Crowell Publishing 
Company, first vice-president; P. S. 
Collins, Curtis Publishing Company, 
second vice-president; F. L. Wurz:- 
burg, Condé Nast Publications, secre- 
tary; and Roger W. Allen, Allen Pub- 
lications, treasurer. 

Directors (three-year-terms) : Merle 
Thorpe, Nation’s Business; Malcolm 
Muir, McGraw-Hill Publishing Com- 
pany; Clair Maxwell, Life; Marco 
Morrow, Capper Publications; Lee 
Ellmaker, Pictorial Review; M. C. 
Robbins, Robbins Publications. 

Mr. Allen, re-elected treasurer, 
served as president following the 
death a few months ago of A. C. 
Pearson, United Publishers’ Corpora- 
tion, who headed the association for 
a number of years. He declined to 
consider further service as president 
on account of the pressure of per- 
sonal affairs. 


directors were 


Shawnee-on-Delaware, Pa., Oct. 3. 
—The possibility of the failure of a 
graphic arts code covering the 41 
divisions which have submitted codes 
to the NRA to win agreement was 
canvassed at a long session of the 
National Publishers’ Association to- 
night. 

One alternative suggested was the 
formation of a code authority, with 
representatives of the principal divi- 
sions of the industry, serving as 
supervisor of the operations of the 
various groups, each with its own 
code. 

The dire results of the adoption of 
a code containing the hours and 
wages proposed by labor were em- 
phasized, with the statement that 
most publishers will be unable to 
exist under such a regime. And it 
was made equally clear that all pub 
lishers, whether they operate their 
own printing plants or not, will be 

(Continued on Page 16) 


Food and Drug Bill, 
Graphic Arts Codes 
Discussed by N.P.A. 


HEADS PUBLISHERS 


William B. Warner 


Shawnee-on-Delaware, Pa., Oct. 3. 
—John C. Sterling, vice-president and 
advertising director of the McCall 
Company, urged the members of the 
National Publishers’ Association to- 
night to begin a vigorous campaign 
against the proposed amendments to 
the food and drug law covering the 
advertising of products in_ those 
fields. 

The so-called Tugwell amendments, 
Mr. Sterling asserted, would work 
widespread injustice, and unless ad- 
ministered with remarkable skill and 
understanding, would penalize many 
legitimate advertisers and the publi- 
cations carrying their copy. He com- 
pared the effort to clean up the small 
body of objectionable advertising in 
the food, drug and cosmetics field, 
with the attempt to banish intem- 
perance by the enactment of laws re- 
quiring complete prohibition of alco- 
holic beverages, and pointed to the 
failure of that method of handling 
the situation. 

Mr. Sterling urged that opposition 
be marshaled against the bill carry- 
ing the amendments, which are spon- 
sored in the senate by Senator Cope- 

(Continued on Page 16) 


of current problems. 


charge of Life Savers advertising. 


Last Minute News Flashes 


Olds Motor Account to B. B. D. & O. 


Detroit, Mich., Oct. 6.—Batten, Barton, Durstine and Osborn, Inc., has 
been appointed to handle the advertising of Olds Motor Works, a division 
of General Motors Corporation, it is authoritatively reported here today. 
Officials of the agency and of the motor company, which manufactures the 
Oldsmobile car, refused definite confirmation of the report, however. 

Batten, Barton, Durstine and Osborn have handled the institutional 
advertising of General Motors Corporation for some time. 


Association of National Advertisers to Meet 
New York, Oct. 6—Western members of the association of National 
Advertisers will hold a general meeting Oct. 18 in Chicago. 
staff executives from the east will be present to take part in discussion 


Officers and 


Bates Transferred by Life Savers; Young Advanced 
Port Chester, N. Y., Oct. 6—M. B. Bates, advertising and sales manager, 
Life Savers, Inc., has been appointed vice-president and general manager, 
Life Savers and Beech Nut Sales Company, Ltd., Hamilton, Ont. 
Gordon C. Young, formerly assistant advertising manager, is now in 


CURTISS MAKES 


NRA REPORT 10 
THE PRESIDENT 


80 Stations Used to Tell 
of Compliance 


Chicago, Oct. 6.—Setting a prece- 


dent which may later be taken up by 
other business organizations, Curtiss 
Candy Company, maker of Baby Ruth 


and other candy products, went on 


the air at 10:15 E. S. T. last night 
over every available station of the 80 
connected with Columbia Broadcast- 


ing System to render an NRA report 
to President Roosevelt and to state 
its conviction that higher costs 
caused by NRA operations should not 


be passed on, in increasing measure, 
eto the consumer. 


The report of operations under the 
NRA, heard last night over one of the 
largest commercial hook-ups ever 
used, took the form of a 15-minute 
program, the high spot of which was 
the reading of a letter sent directly 
to President Roosevelt by Otto 
Schnering, president of Curtiss, un- 
der date of Sept. 28. 

This report had previously ap- 
peared in full page space in the Chi- 
cago Tribune and the Herald and 

jzaminer of Sunday, Oct. 1, and had 
been broadcast over four Chicago sta- 
tions — WMAQ, KYW, WLS, and 
WCFL. 

Duty to Report 


“We have been informed by the 
NRA that the Curtiss Candy Com- 
pany was among the first of Ameri- 
can employers to sign and operate 
under your re-employment agree- 
ment,” the letter said. “Two months 
have elapsed since we commenced 
operating under blue eagle require- 
ments, and we now feel it our duty 
to report to you on progress. 

“It is particularly gratifying to re- 
port to you, Mr. President, that our 
average prices to our distributors are 
no higher today than before the NRA 
started its activities. The financial 
burden of our participation in the 
NRA has not been passed along. This 
is in spite of labor and overhead in- 
creases estimated at approximately 
$1,500,000 annually. This is our con- 
tribution and support in helping you 
make your recovery plan a success. 
Thus you will note that we have ac- 
cepted a moral, as well as a financial, 
responsibility.” 

Mr. Schnering’s letter then pointed 
out that the company is ready to 
provide complete figures whenever 
called upon; “not figures colored by 
our own interpretations, but plain, 
unadorned statistics gathered by in- 
dependent certified public account- 
ants of unquestioned reputation whom 
we have engaged to make complete 
periodic audits of time cards, pay 
checks and operations in each de- 
partment.” 


Tells of Business Increase 


“We are employing over 7,500 peo- 
ple, whereas our payroll a year ago 
in May totaled 1,119,” the letter con- 
tinued. “This increase is due to two 
factors: first, a substantial increase 
in our business, the result of cour- 
ageous merchandising effort; second, 
the direct effect of provisions of your 
re-employment agreement affecting 
hours of employment. 

“All wages paid in our plants and 
offices are equal to or in excess of the 
agreement requirements. Minimum 
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October 7, 1933 


paid to all girls, 32% cents per hour; 
minimum paid to all men, 45 cents 
per hour. The Curtiss minimum 
wage for men is nearly 30 per cent 
higher than the minimum established 
by the substitute presidential re 
employment agreement for the candy 
manufacturing industry approved by 
the NRA.” 

Reciting numerous cultural, educa- 
tional and recreational activities be- 
ing sponsored by the company on be- 
half of its employes, Mr. Schnering’s 
letter closed with the statement that 
Curtiss is now doing the largest busi- 
ness in its 16-year history. “Our 
1,200,000 dealers and 10,000 jobbers 
are sharing the benefits of this in- 
creased business along with our 7,500 
employes. 

“We ascribe this increase to three 
major factors: national recovery; the 
extraordinary values and unexcelled 
quality we are giving the public; and 
our aggressive and nation-wide mer- 
chandising and advertising activities 
founded on our confidence in the fu- 
ture of America.” 


Costs Absorbed 


Reading of the letter over the huge 
network, which was done by Irving 
M. Tuteur, vice president, McJunkin 
Advertising Company, as “the per- 
sonal representative of Mr. Schner- 
ing,” as well as its publication in lo- 
cal newspapers, received official sanc- 


tion from the White House, which 
cordially endorsed the idea of report- 
ing NRA activities. 

The NRA “progress report” was 
merchandised to the Curtiss distrib- 
uting organization through the send- 
ing of telegrams to jobbers, advising 
them to listen in on the broadcast, 
and through the distribution of 
1,000,000 reprints of the newspaper 
advertisements to retailers. 

The widespread publicity given to 
the unique Curtiss report, and the 
special emphasis placed upon the fact 
that the added costs of NRA opera- 
tion are being absorbed by the com- 
pany and are not being passed on to 
jobbers, retailers, or consumers, is in 
line with Mr. Schnering’s belief that 
the effectiveness of the NRA will 
be curtailed, to some extent at 
least, if added costs due to increased 
wages and shorter hours are passed 
on by the manufacturer so that the 
consumer must ultimately pay them. 

The statement made in Mr. Schner- 
ing’s letter that the company is now 
doing the largest business in its his- 
tory, together with the reported in- 
crease of almost 600 per cent in num- 
ber of employes, takes on special sig- 
nificance when read in connection 
with an explanatory paragraph which 
accompanied the letter in local dailies. 

“In recognition of conditions ex- 
isting 18 months ago,” this paragraph 
said, “with nickels not so plentiful 


as previously, the Curtiss Candy 
Company at that time introduced 
penny packages of most of its prod- 
ucts—giving the penny a purchasing 
power comparable to that of the 
nickel in many competing lines.” 


Introduced Penny Line 


Introduction of penny candy items, 
which had been almost totally absent 
from the market for many years; 
development of an extensive line of 
new products, which now include 
even a penny roll of cough drops and 
a penny package of butter scotch 
eandy sticks; and intelligent and ag- 
gressive merchandising and advertis- 
ing are given credit by the company 
for the remarkable showing made 
during the depression, when the 
candy business generally has _ suf- 
“ered at least as severely as other 
non-necessity lines. 

Magazine advertising in very care 
fully selected fields has formed the 
backbone of Curtiss promotion for 
its one-cent line, with a variety of 
other promotional activities, ranging 
from special floor displays in retail 
stores to the promotion of numerous 
sports events aiding in the effort to 
make the Curtiss name the best 
known in the confectionery field. 

Magazines on the list—the com- 
pany is now using or will shortly be 
using some 50 of them—are those 
whose readers Curtiss considers as 


The Right Ad-Atmosphere 


The smart salesman knows full well 

that his chances of getting an order 
are always enhanced when he can do his 
stuff in the right atmosphere. Hence, one 
reason for those luxuriant, sound-proof 
agency conference rooms, two hour hotel 
lunches or the nineteenth hole at country 
clubs. Often, in such surroundings, the 
prospect is not likely to be interrupted. It 
is easier to jockey him into the buying 
frame of mind and sell him more easily. 
The atmosphere is conducive to a sale. 


After all, every piece of copy is actually 
a salesman endeavoring to do its stuff. 
Whether it clicks or not depends to a great 
degree upon whether its sales message is 
delivered in the right atmosphere ; whether 
the reader is interested at all. 


If you sell any product that can be used 
by more than a quarter of a million sub- 
stantial, buying families, the “right ad- 
atmosphere” for your sales messages is in 
the pages of Physical Culture, the Personal 
Problem Magazine. ‘These more than a 
quarter of a million families buy without 
fail Physical Culture Magazine every 
month not for entertainment but for au- 
thoritative advice upon their personal prob- 


lems. 


Problems dealing with health, feminine 
hygiene, child care, diet, preparation of 


food, cosmetics, and a hundred and one 
other subjects. Physical Culture is their 
bible upon such subjects. These responsive 
families with real money to spend consult 
Physical Culture Magazine about the food 
they should buy for youngsters and grown- 
ups, too. The proper type of dentifrice to 
use. Antiseptics, cosmetics and other per- 
sonal and household articles. 


In other words, these more than a quar- 
ter of a million families are in the buying 
frame of mind when they are reading 
Physical Culture Magazine. Your adver- 
tisement has the right atmosphere for mak- 
ing a sale and, therefore, your copy should 
be more effective. For the responsiveness 
of the Physical Culture Magazine audience 
is second to none in the entire magazine 


field. 


AN ADVERTISEMENT FOR PHYSICAL CULTUR , THE PERSONAL PROBLEM MAGAZINE 


ee 


MAKES NRA REPORT TO THE PRESIDENT 


o4Fa NRA report 
President Roosevelt 


by the CURTISS CANDY COMPANY 


The following letter was sent to President Roosevelt 
under date of September 28,1933 . . . . 
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Full page copy which appeared in Chicago dailies, containing the 
Curtiss NRA report to President Roosevelt. 


“preferred” prospects. These include 
publications in the movie field, fic- 
tion, humor, romance, adventure, in- 
vention, detective and juvenile. 


Strives for Dominance 


In all its publication advertising, 
the company strives for dominance 
of the issue in which its advertising 
appears. It achieves this dominance, 
as it has done recently in using the 
American Weekly, through the use of 
a full page in colors, supported by 
eight smaller pieces of copy in black 
and white scattered through the pub- 
lication. 

Similar tactics are used in other 
magazines, where the usual policy is 
to use the back or third cover in four 
colors, with eight smaller advertise- 
ments in black and white scattered 
through the publication. 

Use of full color in publication copy 
has been made a standard practice of 
the company, because of its belief, 
and that of its agency, that food 
stuffs must look appealing to the 
reader, and because of its desire to 
create an unmistakable bond between 
what the reader sees in the pages of 
his magazine and what he sees on 
his dealer’s shelves. 

Following the same line of reason- 
ing, the company uses magazines hav- 
ing a very high percentage of news- 
stand circulation because in most 
cases the magazines are bought in 
the same shops which handle Cur- 
tiss candies, and a further tie-up is 
effected in the reader’s mind. 


Calahan Joins Conde 
Nast Publications 


Harold Augustin Calahan has been 
appointed promotion manager of 
Condé Nast Publications, New York. 

After many years of agency work, 
Mr. Calahan started in business in 
1926 as counselor to advertisers and 
publishers. He was editor of Modern 
Priscilla for two years and editor and 
publisher of New Business. 


Celebrates Birthday 


Dawson Mayer, pioneer advertising 
man of San Francisco, was honored 
with a luncheon at the Hotel Whit- 
‘omb on his 81st birthday, Sept. 25. 
Mr. Mayer is a charter member of the 
3on Francisco Advertising Club, a 
deputy founder of “The Friendly Fel- 
lows,” and conducts his own adver- 
tising business. 


Australians to 
Seek American 
Travel Dollars 


San Francisco, Cal., Oct. 6—The 
Australian National Travel Associa- 
tion this week announced the ap- 
pointment of Campbell-Ewald Com- 
pany as its advertising agency, and 
plans for inaugurating an aggressive 
national advertising campaign in De- 
cember magazines. 

To be worked out on a more am- 
bitious scale than any previous ad- 
vertising for this account, the cam- 
paign will have for its general pur- 
pose the extension of trade between 
the United States and Australia. A 
subsidiary purpose lies in the pos- 
sible diversion of Australian-grown 
wool, which now goes to England for 
fabrication, direct to this country for 
manufacture. 

Cooperating in the campaign, ac- 
cording to an announcement of A. H. 
O’Connor, representative of the as- 
sociation for the United States and 
Canada, are such steamship lines as 
Matson-Oceanic, Union Steamship, 
and Canadian-Australian, which are 
directly interested in developing 
trade between the two countries. 
Hotels, railroads and commercial in- 
terests “down under” are also giving 
their hearty support to the new ad- 
vertising. And for the first time, 
the Australian government is giving 
definite financial support to this form 
of trade-development promotion. 

Agency executives are now hard 
at work ironing out the details of 
advertising copy, first units of which 
are scheduled for completion by the 
middle of October. 


Three More Join Mathes 


Wilfred S. King, formerly radio 
director of the New York office of H. 
W. Kastor & Sons, Inc., has joined 
the radio staff of J. M. Mathes, Inc., 
New York. The agency has added 
William T. Okie and Paine Knicker- 
bocker to the production staff. 


Names B. B. D. O. 


The Isaly Dairy Company, Pitts- 
burgh, has appointed Batten, Barton, 
Durstine & Osborn to handle its ad- 
vertising. 
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ADVERTISING AGE 3 


@ NEW 16 PAGE COMIC SECTION makes 
more color presses necessary. Present 
equipment will be doubled, at a cost of 
$90,000, and will employ about 135 men 
for two months. Walter Scott & Co. will 
install the presses. 


@ MORE TRUCKS NEED NEW GARAGE—Growing 
circulations this summer were responsible for 24 
new General Motors trucks just purchased, following 
a purchase of 43 G. M. units last Spring News fleet 
now totals 113 vehicles Present garage holding 
75 trucks will be torn down and replaced with a 
uew two-story garage holding 125 trucks, costing 
$175,000, employing 190 men in the construction 
and 380 workers in equipment, shops, etc The site 
is E. 23rd Street Lockwood Greene, inc. are the 
engineers, Hegeman-Harris Co the builders 


@ BLACK PRESS equipment will be increased by the addi- 


tion of one new Goss high-speed unit, costing $17,000, 
employing about 25 men. 


SPENDS $374,000 IN 
NSION PROGRAM! 


@ STEREOTYPE machinery and electrical equipment to be installed in both Brooklyn 
and Manhattan plants will cost $55,000, will employ 40 men five to six weeks. The 
Wood Newspaper Machinery Co supplies the equipment 


_.. because business is better! 


More new trucks, additional press and stereotype equip- 
ment and the construction of a new garage are the principal 
items in the News expansion program—costing $374,000 and 
directly creating about two months employment of 770 men. 

This move is not philanthropic or a Santa Claus gesture. 
The expansion is required and necessary, occasioned by the 
improvement in our own business. 

Ordinarily newspaper circulations slump in the summer 
—but this summer ours have grown. September averages were 
in excess of 1,430,000 copies daily and 1,840,000 Sunday. 

The introduction of a new 16-page comic section on 
Sunday, October 1, resulted in a net paid total of more than 
2,000,000 copies for the day—a new high record for any 
American newspaper. 

Our advertising linage has been going up since April. 
September closed with a gain of 124,393 lines—putting us 
54,242 lines ahead for the year! When it is remembered 
that 1931, and not 1929, was our peak year; and that News 

space is the highest priced in the country—we think this 
advertising advance is significant! 

If a newspaper is any index of business conditions—and 
we think it is—this newspaper can confidently report that 
as far as New York is concerned, business is better, very 
much better! 

And if you want better business— why not go after it in 
a market that is going ahead, in a medium thatis going ahead? 

The News offers go-ahead advertisers a majority coverage 
of the market, the extra visibility and higher reader attention 
of its small page presentation—at the very minimum cost. 
Want to better your business here? 


THEGNEWS 


New York’s Picture Newspaper 
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The Industry Comes First 


The agreement expressed at the 
annual convention of the Insurance 
Advertising Conference, to the effect 
that all company advertising here- 
after will sell insurance primarily 
and the individual institution second, 
is particularly interesting in view of 
the apparent belief in many fields 
that highly competitive advertising is 
the prime necessity of the period. 

While it is true that in some mer- 
chandising situations it is necessary 
to meet competition with a vigorous 
counter-attack, and while it may 
even be admitted that in certain in- 
dustries which have done a good job 
of developing potential demand this 
kind of advertising will not be at the 
expense of total sales volume, there 
is always a danger that this may be 
the penalty exacted. 

In the automobile field, for exam- 
ple competitive advertising has been 
very much in evidence this year. 
With sales volume rising, and with 
every company bending its efforts to 
improve its relative position, auto- 
motive advertising has for the most 
part consisted of hard-selling copy 
in which the competition has evi- 
dently been clearly in mind. Prob- 
ably this situation has not decreased 
the demand for cars, nor resulted in 
any disgruntled readers deciding not 
to buy any automobiles at this time. 

But it is interesting to note that 
the campaign for the new Woodbury 
face creams, while introducing a sug- 
gestion regarding the danger of in- 


fection from creams that are exposed 
to the air, is careful to emphasize the 
fact that all well-known brands are 
made with scrupulous care and come 
to the user safe and pure. While 
capitalizing its new claim to elimi- 
nating infection dangers, it is at the 
same time avoiding the danger of 
throwing stones at the entire cos- 
metic industry. And in spite of its 
careful statements, some of those in 
the industry may easily believe that 
this type of advertising may hurt the 
business more than it will help it. 

The life insurance business has 
come through the depression with 
colors flying. It has demonstrated 
that the funds of the public have 
been well conserved, and that for 
many individuals the values repre- 
sented in life insurance policies have 
been their only safeguard during 
times of financial stress. And with 
that record to point to, all companies 
can profit from advertising which 
reminds the prospective purchaser of 
life insurance of the safety and 
soundness of the business as a whole. 

The industry which has an unde- 
veloped market of considerable pro- 
portions, and which recognizes the 
need for creative and educational 
advertising, can do much worse than 
follow the example of life insurance. 
Under its program, all of the adver- 
tising done by all of the units in the 
business will help to create new bus- 
iness, and thus make a larger and 
more responsive market for the serv- 
ices of all. 


The Power of the Penny 


The spectacular campaign of the 
Curtiss Candy Company, in which 
penny candies have been featured, 
calls renewed attention to the op- 
portunity of building great and suc- 
cessful enterprises on the foundation 
of small individual sales. The ap 
peal to the great American public, 
and particularly to that part of it 
represented by youngsters with few 
nickels and dimes but still plenty of 
pennies, has been more than ordin- 
arily productive. 

The merchandising possibilities of 
penny goods have not been fully 
recognized, even by some very suc- 
cessful companies. For example, the 
chewing-gum advertisers talk in 
terms of a five-cent package, when 
there are millions of additional sales 
which might be made to children on 
the basis of one stick of gum for one 
cent. 

The possibilities of sensationally 
successful advertising built around 
items of this character have also not 
been fully developed by manufactur- 
ers whose goods are capable of pre- 
sentation in this form. The Curtiss 
campaign, while featuring Baby Ruth 
and other higher-priced items, has 
pushed penny goods as well, and the 


dominating campaign which is now 
appearing is having its effect, as the 
company’s recent announcements re- 
garding greatly increased staffs of 
workers eloquently testifies. 

An increase in the number of em- 
ployes from approximately 1,100 
eighteen months ago to more than 
7,500 today, and the boosting of sales 
voulme to the highest point in Cur- 
tiss’ sixteen-year history, should be 
sufficient evidence that a return to 
penny merchandising has proved an 
exceptionally wise move on the part 
of at least one national advertiser, 
and might prove equally effective for 
others. 

Odd change, including pennies, is 
in the possession of a great many 
people, including children, because of 
the greater use of odd prices in re- 
tail selling, because of the use of a 
sales tax in many states, and be- 
cause the price of gasoline and other 
products of almost universal con- 
sumption is usually stated in odd 
cents. All of these conditions make 
the penny a greater power than ever 
before and alert advertisers should 
be able to turn this situation to their 
advantage. 


Information 
for Advertisers 


The following documents may be 
secured without charge by any 
national advertiser or advertising 
agency from the companies sponsor- 
ing them, or through ADVERTISING 
AGE. 


No. 524. 


A detailed report of a study of 
trade paper circulation to “super 
service” stations made by Batten, 
Barton, Durstine & Osborn. Published 
by The Gasoline Retailer, this volume 
also includes much other information 
about the publication and the field it 
covers. 


Leadership and Economy. 


No. 525. Gasoline, Motor Oil and 
Grease in the Food Field and In- 
dustrial Lubrication in Food 
Plants. 


A study of the markets for these 
products in the food manufacturing 
field, the types of executives con- 
cerned with their purchase, and the 
coverage of Food Industries, by whom 
the studies are published. 


No. 526. 
Done. 


Where the Wholesaling Is 


A very complete and detailed anal- 
ysis of wholesaling in the automo- 
tive equipment field, giving data by 
sections and jobbing centers, with 
much valuable information on the 
relative importance of all leading 
cities in the country in this respect. 
The survey was made by Neal G. 
Adair, managing editor of Motor, by 
whom it is published, in cooperation 
with 50 manufacturers who sub- 
mitted detailed information on dis 
tribution. 


No. 459. Fawcett Women’s Group. 


An exhaustive and detailed analy- 
sis of the circulation, by cities and 
towns of over 1,000, and by counties, 
of True Confessions, Screen Book, 
Screen Play, and Hollywood, the pub- 
lications which make up the Fawcett 
Women’s Group. 


No. 342. Where-to-Buy-It Service. 


For many years, advertisers have 
been struggling with methods of 
tying their advertising up with the 
local dealer. The number of plans 
suggested to this end ran into large 
numbers. The American Telephone 
& Telegraph Company and associated 
concerns apparently have really 
solved the problem with their Where- 
to-Buy-It service in local classified 
telephone books. The company’s new 
brochure explains in detail how 
brand names which have been burned 
into the consciousness of consumers 
are translated into the tinkling of 
the local dealer’s cash register. 


No. 518. Merchandising With Dis- 
play Containers. 


An interesting discussion of the 
use of display containers in secur- 
ing counter space in retail stores, 
together with full-color reproductions 
of numerous unusual containers de- 
veloped by Einson-Freeman Com- 
pany. 


No. 468. Fadeless Publicity. 


An interesting presentation show- 
ing the wide variety of sizes, designs 
and colors in which enameled iron 
signs may be secured, and the uses to 
which they may be put. Also in- 
cludes details on cost, method of 
productions, and full color showings 
of signs made by Ingram-Richardson 
Manufacturing Company, by whom 
the book is published. 


No. 431. The Market Chicago. 


This booklet contains complete 
marketing information on the Chi- 
cago area, including population fig- 
ures, break-up by wards, location of 
transportation systems and business 
districts, analysis of buying units by 
wards, distribution of foreign and 
negro population, and summaries of 
wholesale and retail trade in the 
area. Published by Big 4 Advertis- 
ing Carriers. 


—_———. 


MAKING IT A LITTLE HARD ON MOTHER 


rat Life. 


"Edgar does the darndest things since he switched to Camels!" 


Voice of the Advertiser 


Elliott Gets New Slant 


on Agency Operations 
To the Editor: After all these 
years in the advertising agency busi- 
ness, it has remained for your adver- 
tiser, Castle Films, in your Sept. 16 
issue, to give me a true insight into 
the manner in which an advertising 
agency operates. 


And how interesting it must be to 
agency clients, too, to learn that 
agencies simply can’t be bothered 
with advertising managers’ requests 
for information, that agencies con- 
sider clients’ ideas inconsequential, 
and that agency surveys are unani- 
mously faked. 


Congratulations to Castle Films 
upon this stark survey of agency 
methods. And congratulations to 
you gentlemen upon your enthusiasm 
for such revelations expressed in 
black and white. 


When the agency business has 
gone to pot, as it surely must after 
this sensational disclosure, and when 
‘he boys have gone back to window- 
washing, motorcycle servicing, street 
car conducting or what have they, 
perhaps we'll be able to open a per- 
fectly dandy hot dog stand and em- 
ploy Castle Films to film the barking 
of our product, our consciences clear 
that at last we are devoting “honest, 
aggressive effort to the development 
of our job and the protection of our 
clients.” 

WALLACE F. ELLiort, 

Tomaschke-Elliott, Inc., Oakland, 

Cal. 


* = 


All May Enter New 
Davol Rubber Contest 


To the Editor: Lest the federal 
dicks hop down on me and carry me 
off to Atlanta, please correct the mis- 
statement made in your Sept. 9 news 
item about the Davol Rubber Com- 
pany water bottle name contest. 

It is certainly not true that “only 
those who purchase one of the new 
style water bottles may enter the con- 
test.” Official entry blanks are pro- 
vided with each new bottle, but it 
is not necessary even to use these 


blanks. Facsimiles will be accepted. 
Any one who thinks of a good name 
may enter it and be eligible to win a 
prize. The rules state this distinctly. 


L. C. McELRoy, 


United States Advertising Corpora- 
tion, New York. 


* F 


Strange Coincidence 


in Make-Up Is Noted 


To the Editor: Remember the big 
gasoline jack rabbit chasing the little 
Buick dog on your back page a few 
weeks ago? 

I enclose a clipping from the Sept. 


Chaplain Blames ||*s* ™, 
Riot at ‘Pein’ on || ititing vp turnnure. * ** 
Mob Psychology 


Os, Herbert Smith, werden be 
of Eastern Penitentiary, is the very 
qu! of kindness and consideration, — an temas —_ a es 
and turned the other cheek after ‘siafl physician, 
the riot at the prison last night, ace hia face. 
cording to the story of @ visiting 
chaplain 
The Rev. Vincent J. Steffan, 3404 
Ryan avenue, Mayfair, visiting Pres- 
byterian chaplain at the Peniten- 
tiary, happened along at 10 o'clock | 
last night, while the prison was still | 9. arm 
s sewer bayer My vvand — anything 8 | shoulder, saying, ‘Boy, I'm certaiply 
expected to ha sorry a m 
had preached at Berlin, N 4! you werent i te. paneee. Tee gas 
last night. Before going home, “The prisoner, whe had been gut 
started for the pr to take 7 over the ey was 80 
fora} decoration to the hospital! he replied, ‘I'm sorry they didnt 
there. Ha came there to find te) 43) ptain.’ 
4 “Officials knew something was in 
Blaming the revellien on MOd/ the air and when it was time for 
psychology, he said the day shift to go off at 6 o'clock 
“The men are locked in theit | yesterday Captain Smith held all 
cells for the night soon after they | guards on duty. 


Guards brought 
hed hit bim, a young boy shout 3 
years old. 
“Alter being treated Captain 


27 issue of Philadelphia Ledger which 
is of a similar coincidental nature, 
even though the units in this case 
happen to be editorial space story 
and advertising illustration. 


JOHN R. HOOoPES, 
Jerome B. Gray & Co., Philadelphia. 
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tatistic 


On the left: A reproduction of a 


T 
rn : 
wae! H re 
sion. Amewet of ee al “ soc! os newspaper advertisement currently 
m9} ns 2B 5 e in ri on't 8 TF ig prov® Niger. published by True Story Magazine. ‘ 
mont president enct ° 4 ‘i 
ne Yt 
nm 
ay a Below: A factual confirmation of 
part of . 
? } the buying power of True Story wage 
Long earners. Note the uniformity in per- 
on cent of sale enjoyed by most brands 
Cc 
in all media. The products asterisked 
fort are old True Story advertisers. Note 


that here True Story consistently de- 
livers a greater participation than 


other magazines. 


mecca ot Sum Sin ne IN DEX OF BUYING POWER 
gh- optic Whe care oe enw 


~ enow soi og She ete ia bs 
4 . rn Agel: Products currently used in magazine homes furnish a key to reader buying 
ui 
yyy 


\ ; _ Aw 

. pe ue cn ts BRAND PREFERENCES AS AN 
a . wo hn neers on 
. m9 ued means” neti toon m0 some 8 son Sy i 


T.S. | P.R. | DEL. | McC. | COS. |}WHC]| AM. | LHJ | G.H. 
%o hi Ai *l|l SAIL LI RI Ss % 
1—A leading toilet 32.3 | 27.2 | 28.6 28.0 26.6 | 27.9 | 28.2 | 29.9 | 27.8 


soap.* 


‘ Liga 
yp. 3 


= 7 ms a, ea = 


2—A leading bak- 25.6 | 23.9 | 22.6 | 26:2 | 22.0 | 23.6 | 24.6 | 22.0 | 21.3 


ing powder. 


ia 
, 


3—Aleadingcoffee. 12.4 | 12.9 | 12.4 | 14.0 | 13.9 | 14.2 | 14.4 | 14.8 | 14.4 


4—A leading gela- 44.0 | 46.0 | 47.0 | 45.9 | 47.0 | 46.4 | 47.9 | 45.8 44.9 


tine dessert. 


5—A leading soap 29.2 | 24.4 | 21.2 | 24.0 | 20.8 | 23.3 | 24.5 | 23.7 22.4 
chip.* 


6—A leading laun- 18.7 | 13.9 | 15.4 | 17.2 | 14.7 | 15.4 | 16.0 | 15.6 16.0 
dry soap. * 


MAGAZINE 


These figures are from “Current Buying Indices of Magazine Readers"— a house- 
to-house survey of 4332 homes in seventeen cities made by Percival White, Inc. 
For details write True Story Magazine, 420 Lexington Avenue, New York, N. Y. 
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Squibb Aspirin 
In New Package 


New York, Oct. 5.—Two new pack- 
age developments are featured in the 
current advertising of aspirin by 
E. R. Squibb & Sons, both of which 
are limited by the territory in which 
the innovations have thus far been 
distributed. 


Most widespread of the two is the 
placing of the laboratory control 
number upon metal boxes and labels 
of bottles containing Squibb aspirin. 
This forms the principal argument 
in 175-line copy now running con- 
sistently in many sections of the 
country. 


It forms, according to headlines, 
“a guide to safety among the hun- 
dreds of brands of aspirin.” The 
copy stresses the wisdom of Knowing 
exactly what one is buying from 
among the hundreds of different com- 
peting brands in the aspirin field. 


Squibb presents the control num- 
ber as a guarantee of the reliability, 
purity and safety of their aspirin. 
The number is that assigned to the 
62 tests made on every lot of aspirin 
they produce before it is packed and 
distributed. By referring to the 
numbered record, complete facts re- 


garding the lot from which the con- 
sumer’s purchase came could be pro- 
duced. 

The other package development, an 
improvement in the metal box enabl.- 
ing dispensing of but one tablet at 
a time, has been introduced in New 


York. Distribution has not yet 
reached beyond the metropolitan 
area. 


Large size copy illustrates the facts 
that the package eliminates prying, 
broken nails and cut fingers. 


Papers Name Reps 

The Uniontown, Pa., Herald € 
Genius, the Sharon, Pa., News-Tele- 
graph, the New Kensington, Pa., 
Daily Dispatch, and the Phoenixville, 
Pa., Daily Republican have appointed 
DeLisser, Boyd & Terhune, New 
York, as national representatives. 


Parsons to Ramsay 


Willis B. Parsons, formerly asso- 
ciated with James F. Newcomb & 
Co., and Frederic Blank & Co., has 
joined the Robert E. Ramsay Or. 
ganization, Inc., New York. 


Ornitz Starts Weekly 


The Uptown Democrat, a weekly 


tabloid serving Bronx County, has 
been launched by Louis Ornitz. Offi 
ces are at 197 East 4th St., New 


York. 


MOUQUIN WILL 
TEACH PUBLIC 
ART OF WINING 


Huge Educational Campaign 
Planned by Importer 


New York, Oct. 5.—An extensive 
educational campaign, anticipating 
early repeal legislation, is being pre- 
pared for Mouquin, Inc., importer of 
wines, champagnes, cordials and food 
delicacies, in which newspapers in 
leading cities and class magazines 
will be used. 

Advertising will start about Nov. 1, 
according to an official. Consumer 
copy employing a_ post-prohibition 
slant appeared in the New York 
Times and the New York Herald 
Tribune this week as a forerunner of 
the new campaign. Schedules are 
now being prepared by J. P. Muller 
& Co., which will direct the account. 

A vast amount of educational work 
will be required if the return of 
wines and liquors is to be a real suc- 


9:3 Times 


WLW 


WE DO OUR PART 


territory. WLW pulled it up. 


out of 10 q) 


Through a survey of 50,000 con- 
sumers we learned that when a 
product is radio-advertised over 
WLW, 93 times out of 100 it 
will improve in consumer prefer- 
ence. We also know that if a brand 
is not radio-advertised over WLW, 
its chances of improvement are 
less than 42 per cent. 


Proof. @ @ A brand of coffee 


rose quickly to fourth place in consumer acceptance and is still 
rising so rapidly that it is apt to be the leading brand in the 


A brand of mayonnaise that was in second place a year ago is 


now in eighth place and still declining. This company stopped 
using WLW. 


A tooth paste pulled from sixth place to third place in consumer 
preference in less than six months while on WLW. It dropped 


right back to sixth place in five months when WLW was dis- 
continued. 


Near the center 
of the dial 


% 
Uy % 


A series of current surveys of the midwest 
market which show the public preference 
for various products is available. Adver- 


Near the center 
of population 


tising executives may obtain copies by 
making inquiry on their letterheads and 


stating the kind of products in which they 
are particularly interested. 


THE CROSLEY RADIO CORPORATION 


POWEL CROSLEY, Jr., President 


CINCINNATI 


cess, officials explain. The American 
consumer, who even before prohibi- 
tion did not know the finer points of 
keeping and serving liquid delicacies 
has nearly lost the art of appreciat- 
ing truly fine vintages. Most of the 
few masters who knew all the tricks 
are gone. Consequently Mouquin’s 
advertising and merchandising will 
involve a complete education for 
potential consumers. 


Educates Dealers 


Preparations for the educational 
consumer campaign have been 
started in the trade. Next week a 
24-page catalog of unusual scope will 
be issued to prospective distributors. 
In addition to listing Mouquin im- 
ports, it will attempt to re-establish 
the firm in the field, recalling its his 
tory back through three generations 
to the founder, Henri Mouquin, who, 
at 96, is enjoying life at Williams- 
burg, Va. 

The super catalog will also be a 
handbook on keeping and serving 
wines, answering a host of questions 
that will inevitably arise when the 
flow of this beverage is fully re- 
stored. With maps and illustrations, 
it will tell how to distinguish famous 
vintages and recall their values in 
the dealer’s mind. 

Proceeding along the same line, 
the company has started a school for 
prospective customers. Twice a week 
executives of hotels, restaurants, 
clubs, department stores, and retail 
outlets are invited to headquarters 


for a thorough brushing up on the} 


many intricacies of dealing in wine. 

The classes have been meeting for 
the past two weeks, with from 60 to 
70 in attendance at each. 


Menus for Housewives 


Educational advertising to the con- 
sumer will include a book of instruc- 
tion, along with the newspaper and 
magazine copy. By the time it is 
ready, the first phase of the program, 
dealing with the trade, will be well 
advanced. 

Copy will deal with such questions 
as foods that are best served with 
fine wines and the kind of wine to 
serve before meals, presented from 
the dietary standpoint. Menus are 
being developed for the housewife, 
and will be featured in the campaign. 

Mouquin’s 600-line advertisement 
in the Times and Herald Tribune was 
probably the first straight consumer 
copy to be run locally on imported 
wines. It came as “an important an- 
nouncement” by Louis H. F. Mouquin, 
president and member of the third 
generation of the famous family. 

The advertisement referred to the 
founding of the business 76 years 
ago, average yearly distribution of 
more than 6,000,000 bottles of im- 
ported and domestic wines before 
prohibition, Mr. Mouquin’s recent 
visit to Europe and tests of over 
3,000 wines, from which a selection 
has been made, and facilities for 
national distribution which Mouquin 
will use immediately following re- 
peal. 

Famous Label Returns 


During the long dry years, Mou- 
quin continued an importing busi- 
ness, handling cordials, vermouth, 
cocktails, glace fruit, olive oil and 
table delicacies such as canapes and 
anchovies. A sales staff of 45 was 
maintained to cover the country. 

A feature in the advertising will 
be the re-appearance of the “Caves 
de H. Mouquin” label and Louis H. 
F. Mouquin’s guarantee of quality. 
Behind this guarantee will be a 
unique testing board comprised of 
Mr. Mouquin and three other ex- 
perts who will sample all shipments 
before they leave Europe. 


Holihan Has Agency 


R. J. Holihan, who has been con- 
nected with the automobile and auto- 
motive advertising business for 16 
years, has opened a general agency 
in the Lexington Bldg., Detroit. He 
will also act as Detroit representa- 
tive for the A. D. Joslin Mfg. Com- 
pany, Manistee, Mich., maker of ad- 
vertising window, counter and ani- 
mated displays. 


Seeks Name for Cake 


The Washburn Crosby Company is 
using large space in metropolitan 
dailies to announce that $5,000 in 
prizes will be given for a name for 
the newest Betty Crocker cake. 
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LINKED WITH PAST 


tarmong new heights of excellence 
+++ ttiliaing all their years of 
talent ia the making of Brown 
eer is made with one of the, 
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MELLOW AS THE GaY NINETICS 


NUMBOLDT MALT & BREWING COMPANY, EUREKA, CALIFORNIA 


Humboldt Malt & Brewing Com- 
pany, Eureka, Cal., is using illustra- 
tions like this in newspaper copy 
on the west coast to point out 
that its Brown Derby beer is “as 
mellow as the gay nineties." 


PARK & TILFORD 
SOLICIT ORDERS 
FOR INTOXICANTS 


Full Pages Used in Dailies 
In New York 


New York, Oct. 5-—The appearance 
of full page copy on wines and 
liquors for Park and Tilford in five 
New York newspapers today marked 
the beginning of important advertis- 
ing activities in anticipation of pro- 
hibition repeal, and also indicated 
advertising policies of publications 
with reference to this type of busi- 
ness. 

Orders Being Taken 


The advertising appeared in the 
Herald Tribune, Times, World-Tele- 
gram, Sun and Journal, and is part 
of a campaign scheduled to run for 
four weeks, two full pages a week. 

The inclusion of the Journal and 
World-Telegram in the list of news- 
papers accepting the business was in- 
terpreted as an indication of na- 
tional policies of the Hearst and 
Scripps-Howard newspapers. While 
no official statements on the subject 
were forthcoming, it seemed evident 
that advertising of wines and liquors 
would be acceptable, provided the 
copy and the institutions sponsoring 
it were of an approved character. 

The advertising, which is placed by 
the Charles M. Storm Company, New 
York agency, invites orders for speci- 
filed brands of gin, rum, brandy, 
Scotch whisky, champagne, American 
and Canadian whiskies, and other 
importations. Prices are quoted with- 
out import duties and federal taxes, 
with present schedules indicated. 


Part Payment Asked 


Orders of twelve bottles or more 
will be accepted and a deposit of $10 
is required for each twelve bottles 
ordered. “If and when” repeal comes, 
shipment will be made on payment of 
the balance due, including import du- 
ties and federal tax. Higher prices 
beginning Nov. 7 are indicated. 

Park and Tilford were established 
in 1840 and prior to prohibition did 
a large wholesale and retail business 
in liquors. 
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Cut Yourself a Gold Nugget 


A few advertisers will divide about three million dollars in 
the next few weeks! Cut yourself a gold nugget. 


Pause a moment—consider. Kids at Christmas time. 
Think of the gifts bought, all sorts of things, expensive gifts— 
lots of them. Real money spent, no sales resistance. 


At Christmas time dusty, rusty purses are pried open. 
Money is dragged out from hiding places, people spend to 
give—especially to the kids. 


vertisement, chooses what he wants. Armed with these ad- 
vertisements he starts to work on father and mother, brother, 
sister, uncles and aunts—pleads, teases, persuades and sells— 
and gets. 


If your product is suitable as a gift for boys, you have 
only to feature it in the December issue of OPEN ROAD for 
BOYS Magazine. An incredible volume of sales will result. 


The December Christmas issue of OPEN ROAD 
for BOYS Magazine is a bazaar of gifts. It is the boys’ 
and parents’ buying guide. Every boy reads every ad- 


About $3,000,000 will be spent. How much will you 
get? That depends entirely on you. Cut yourself a 
gold nugget. Wire space reservations. 


THE OUTSTANDING BOYS' MAGAZINE 


, OPEN 
OAD™ 


L. S. GLEASON, Advertising iat 


‘BOYS 
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Wesson Enlists 
Demonstrators 
To Prove Point 


Bayonne, N. J., Oct. 4.—While 
Kraft and Hellman’s are continuing 
their vigorous warfare on the salad 
dressing versus mayonnaise front, 
and other important mayonnaise fac- 
tors are joining in the general battle, 
Wesson Oil and Snowdrift Sales 
Company is extending its own drive, 
calculated to take mayonnaise out 
of the prepared class altogether and 
place it in the category of delicacies 
whose preparation requires the per- 
sonal art of the housewife. 


Not content with its publication 
copy pointing out that all mayon- 
naise contains eggs and should there- 
fore be made not more than a few 
hours before using, as well as the 
recent introduction of a “mayon- 
naise maker,” the company has 
launched a crew of demonstrators in 
the east, and is also using movie 
trailers to hammer home its make- 
your-own-mayonnaise message. 

There are now 91 demonstrators in 
the east, traveling from store to 
store showing Mrs. Consumer how 
to make fresh mayonnaise with Wes- 


son Oil and the Wesson mayonnaise 
maker, according to L. A. Bartsch, 
assistant division sales manager for 
the company here. 

These women are not only appear- 
ling in selected retail outlets and de- 
| partment stores, but are also appear- 
| ing before women’s clubs, and are 
|doing missionary work among home 
economics teachers. 

Fifty movie trailers are being used 
from Maine to Virginia to tell house- 
wives the same story at their neigh- 
borhood picture palaces. The talkie 
being used, like the Wesson publica- 
tion copy, stresses freshness—‘‘an 
egg just out of the shell,” “freshly 
squeezed lemon juice,” etc. 

The company has also begun a 
postcard bombardment of house- 
wives. Lists of prospective custom- 
ers are secured from grocers, and 
the cards are then mailed from the 
Wesson plant here or by the grocers. 


Walker Salesmen Compete 


Walker & Co., Detroit, are plan- 
ning a fall sales drive which will 
take the form of a contest rewarded 
by $1,000 in cash prizes. A miniature 
race track will show the progress of 
each man in the sales organization. 
Lap prizes will be offered throughout 
the duration of the race, aside from 
three grand prizes, the first of which 
is a ten-day trip to Bermuda. 


Griffin Agency Expands 

Florence Griffin Advertising Agency, 
Cleveland, will henceforth be known 
as Griffin Advertising, Inec., having 
|}moved to larger space in the Ninth- 
|Chester Bldg., and added two new 
members, Herbert W. Roth and Min- 
nie C. Dietz, to its staff. New ac- 
counts are Park Lane Hotels Com- 
pany and Diaper Hygiene Unlimited. 


Hadcock Dies 
John Hadecock, advertising director 
of The Spur, died Sept. 29 at Nor- 
walk, Conn. Prior to his affiliation 
with The Spur in 1913 he was with 
the Atlantic White Lead Company 
and the Innovation Trunk Company. 


“Globe” Is Morning Paper 


The New London, Conn., Globe, 
which was recently purchased by 
Todd Barton of New York, was 
changed from evening to morning 
publication with the issue of Sept. 
» 


Agency Has Football Man 


Jay Kennedy Tod, former football 
star at Stanford, has joined the staff 
of Albertson-Kemper Company, San 
Francisco agency. 


Hotel Has Campaign 


The Palace Hotel, San Francisco, 
has appointed Brewer-Weeks, San 


Francisco, to direct its advertising. 


ING-RICH 


PORCELAIN ENAMEL 


SIGNS 


Thousands of people read your ads in their homes, offices 
and in fact everywhere but in most cases far removed from 
the retail outlets where they are sold. 


By the time they reach the dealer, many have forgotten 
the buying urge you have planted in their mind. 


Here is the point where a smiling, clean-faced Ing-Rich 
Porcelain Enamel Sign will do you a valuable service—a 
pleasant, weather-proof reminder that is successfully clos- 
ing that vital gap between the consumer and the retail 
outlet for many of the nation’s leading advertisers. 


Ing-Rich Signs, with their everlasting vitreous porcelain 
enamel finish, are the most permanent form of advertising 
you can select for product identification. Their original 
cost divided by the years they last makes their first cost 


insi, nificant. 


INGRA 


We maintain a completely equipped Art Department with 
years of experience in sign design ready to visualize ideas 
and submit sketches in actual colors for your personal 
selection. We shall be glad to prepare a sign for your 
inspection and approval without obligation. 


M-RICHARDSON 


MANUFACTURING COMPANY 


Beaver Falls, 


Pennsylvania 


TRADE AREAS AND 
INTERIM REPORTS 
ON A.B.C. AGENDA 


Meeting to Be Held in Chicago 
Oct. 19-20 


Chicago, Oct. 4.—The annual in- 
flux of publishers, advertisers, and 
advertising agents for “A. B. C. 
week” in Chicago gives promise of 
being greater than ever this year 
because of the numerous important 
problems on the A. B. C. agenda, 
the meetings of other organizations 
and the desire for a glimpse of the 
city’s Century of Progress exposi- 
tion, which will have started on its 
final fortnight when the A. B. C. con- 
venes. 

The A. B. C. convention will be 
held at the Stevens Hotel here Oct. 
19-20, while other groups meeting in 
the city the same week include the 
Inland Daily Press Association, Oct. 
17-18; Associated Business Papers, 
Oct. 17-18; Association of Newspaper 
Advertising Executives, Oct. 19, and 
Agricultural Publishers Association, 
Oct. 18. In addition, selection of the 
winners in the annual outdoor adver- 
tising art exhibit of Chicago Adver- 
tising Council is tentatively sched- 
uled for this week. 

The subject of retail trading zones, 
which has engaged the attention of 
the A. B. C. for several years, will 
again receive a prominent place on 
the organization’s program, while 
another subject in which much in- 
terest will be shown will be that of 
quarterly reports, which may now be 
issued on a voluntary basis by the 
bureau’s publication members. 


Speakers Selected 


John Stewart Bryan, publisher, 
News Leader, Richmond, Va., and 
Stuart Peabody, The Borden Com- 
pany, New York, president of Asso- 
ciation of National Advertisers, will 
be the speakers at the general ses- 
sion of the bureau Oct. 19. 

At a recent meeting of the bu- 
reau’s board of directors in New 
York, the committee on city and re- 
tail trading zones reported progress 
and outlined a plan upon which they 
are working for the establishment of 
a general formula to take the place 
of the present system. This’ im- 
portant subject will undoubtedly re- 
ceive a thorough airing at the meet- 
ing. 

At this board meeting a number of 
important changes in the classifica- 
tion of sample copies, special edi- 
tions not carrying advertising, bulk 
sales, mail subscriptions special, 
subscriptions paid for by contest- 
ants, ete., were made, the general 
effect of these changes being to 
tighten the restrictions on these 
groups, and to place numerous types 
of such sales in the unpaid column 
of paragraph 8 of the form. 

The board also made several 
changes in the regulations govern- 
ing publicity, among which were the 
following: 

A publisher member is permitted 
to publish any figures or data “from 
his own publisher's statement to the 
bureau for the last regular statement 
period or from the last audit report 
issued by the bureau,” but he must 
state “the period covered by the 
publisher’s statement or audit report 
from which the figures or data are 
quoted, and whether the data is 
taken from the publisher's statement 
or audit report.” 


New Regulations on Bulk Sales 


“The publication of figures from 
out-of-date publishers’ statements or 
audit reports for comparison with 
the publisher’s statement for the 
latest statement period or the latest 
audit report issued by the bureau 
shall not be considered a violation 
of this rule, provided the figures from 
said latest reports are also given and 
the manner of presentation is such 
that it is not misleading.” 

A new sentence was 


added to 


Chapter B, Article II, Section 1, deal. 
ing with bulk sales. 

“If a special advertisement, or a 
special write-up, either in the publi- 
cation or out of it, or any other in. 
ducement, is offered to further a bulk 
sale, the special inducement shall be 
considered a premium and the rule 
on premiums shall apply. Quantity 
sales which do not measure up to 
the above requirements or for which 
adequate records are not available 
shall be shown in the unpaid column 
of paragraph 8.” 

An entirely new section has been 
added to Chapter B, Article V, deal- 
ing with the transfer of subscrip- 
tions from one going publication to 
another. This provides that the pub- 
lications must be homogeneous; that 
in the case of dailies or other publi- 
cations of predominately local ap- 
peal, both must have been published 
in the same community, and the sub- 
scriber to be transferred must have 
the option of being transferred or of 
remaining on the list of the publica- 
tion to which he subscribed, or of 
receiving in cash what is due on his 
old subscription. 

This new section also contains de- 
tailed regulations describing how 
transferred subscriptions are to be 
credited by the publication which has 
taken them over. 


New Members 


The board also made a change in 
the regulations providing for  pur- 
chase of interim statements. This 
provides that “copies of interim pub- 
lisher’s statements may be purchased 
by a competing publisher provided 
the interim publisher's statement for 
the same period has been filed by 
the latter and it has been released.” 

A number of organizations were 
elected to membership in the _ bu- 
reau at the meeting. New agency 
members are William Esty & Co.; 
J. M. Mathes, Inc., and Ruthrauff & 
Ryan, Inc. 

Newspapers admitted were Lowell, 
Mass., Sun; Plattsburg, N. Y., Daily 
Press; Ponea City, Okla., News; 
Stroudsburg, Pa., Record; Vincennes, 
Ind., Post. Magazines admitted were 
Radio Guide, Chicago; Radio Stars, 
New York; and Sports Afield, Minne- 
apolis. Civil Engineering, New York, 
was admitted to the business paper 
division. 


C ampbell-Ewald Adds 


Seven to Personnel 


Arden Yinkey, for the past ten 
years copy chief of MacManus, Inc.; 
Gordon C. Eldredge, formerly with 
Austin F. Bement Company, Green, 
Fulton, Cunningham Company, and 
J. Walter Thompson Company; and 
George H. Allen, free lance writer for 
national magazines and before that 
with J. Stirling Getchell and J. Wal- 
ter Thompson Company, have joined 
the copy department of Campbell: 
Ewald Company, Detroit. 

W. O. Floing, who formerly oper- 
rated his own art service, and Ed- 
mond A. Hunt, for 15 years con- 
nected with various important art 
studios, have joined the agency’s art 
department. Walter E. Lopeman has 
joined the sales department of the 
agency, and Reginald E. Thomas has 
been named assistant to M. A. Hol- 
linshead, director of the radio depart- 
ment. 

Mr. Lopeman was formerly with 
Fuller & Smith and Ross, and before 
that was advertising manager of Me- 
dusa Portland Cement Company, and 
a member of the staff of Paul Teas, 
Ine. Mr. Thomas was formerly con- 
nected with N. W. Ayer & Son. 


Ad Club Officers 


The Syracuse, N. Y., Advertising 
Club has elected Clarence C. Keller, 
promotion manager of Hotel Syra- 
cuse, president. John B. Flack, Flack 
Advertising Agency, and Grant W. 
Ernst, advertising director, Syracuse 
Post-Standard, are vice-presidents; 
Irving Perry is treasurer, and Bert 
Osborn secretary. 


New Auto Radio 


Buick-Olds-Pontiac Sales Company 
is introducing a new automobile ra- 
dio, “Air-Mate,” which will be dis- 
tributed through dealers’ service and 
accessory departments. 


Igleheart Dies 
John L. Igleheart, president, Igle- 
heart Bros., Inc., milling company, 
died at his home in Evansville, Ind., 
recently. He was 72 years old. 
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“Daily News” Bases 
Expansion on NRA 


Confident of the success of the 
NRA program, the New York Daily 
News has begun a $374,000 expan- 
sion. 

Additional presses and stereotyp- 
ing machinery are being purchased 
and a new garage will be constructed. 


New Detroit Winery 


LaSalle Wines and Champagne, 
Inc., has been formed in Detroit with 
a plant of 800,000 gallon capacity lo- 
cated at Farminton, Mich. The com- 
pany will also acquire the plant, 
equipment and stock of the Windsor 
Company, Ltd., Walkerville, Ont. 

E. R. Hawkins & Co., Detroit, has 
been appointed to handle advertising 
which will appear nationally in 
newspapers. 


New Low Cost 
Fuel Launched 
By Union Oil 


Los Angeles, Cal., Oct. 5.—Union 
Oil Company of California last Sat- 
urday sprang an advertising surprise 
on its Pacific Coast rivals when it 
announced with large newspaper 
space a new quality low-priced gaso- 
line. 

Other gasoline marketers on the 
coast had been firing their advertis- 
ing broadsides in honor of new me- 
dium-priced fuels, such as Shell Oil 
Company’s Super-Shell, Associated’s 
New Firing A, etc. These were sup- 
posed to have most if not all of the 


virtues of “premium fuels” and were 
priced slightly lower. 

But the new Union product, named 
White Magic, is nearly 20 per cent 
|lower in retail price than the Ethy) 
fuel sold by Union. And it is more 
than 10 per cent lower than Union's 
76 gasoline. 

Union may now, and does, adver- 
tise that it has “The quality fuel in 
each price range.” Promotion efforts 
for the new White Magic under the 
direction of Lord & Thomas, Los 
Angeles, will include use of news- 
papers, radio, outdoon boards, and 
other mediums in the west. 


Coast Agency Moves 


Barnes Campbell Company has 
moved its Los Angeles office from 


740 S. Broadway to 1121 S. Hill St. 


Plan Pecan Copy 

The National Pecan Association in- 
dicated that it might start a coopera- 
tive newspaper advertising campaign, 
following a speech by Walter P. Burn, 
eastern manager of the Bureau of 
Advertising, American Newspaper 
Publishers Association, at the recent 
annual convention. H. G. Lucas, 
Brownwood, Texas, is president of 
the association and A. J. Theriot, St. 
Louis, is secretary. 


Crystal After Record 


Viola Gentry and Mary Sansom, 
flying a plane called “Outdoor Girl,” 
will attempt to break the woman’s 
refueling endurance flight record. 
This flight has been arranged by the 
United Advertising Agency for Crys- 
tal Corporation, maker of “Outdoor 
Girl” olive oil beauty products. 


y KENTUCKIANA 


Kentuckiana, 


Makes A Rich Market 
Richer---. 


Recent figures reveal that payroll increases reported by 
983 Louisville concerns now aggregate $260,589.00 a month 
or more than $3,100,000.00 a year in this city alone. 


This addition to the buying power of this section, 


Ss 


VA. 


the Greater Louisville 


market, is one of the largest and 
most important in the Middle West. 


THE COURIER-JOURNA 


which already ranks among 
the foremost in the nation in 
recovery, makes Louisville and 
its market, Kentuckiana, out- 
standing in sales potentialities. 


And this territory can be 
effectively reached and sold at 
a single low cost by concen- 


trating your advertising mes- 


sage in a single 


medium— 


THE LOUISVILLE TIME 


Major Market Newspapers, Inc. -:- Audit Bureau of Circulations 
REPRESENTED NATIONALLY BY THE BRANHAM COMPANY 


CARS OF FUTURE 
TELL STORY FOR 


New Orleans, La., Oct. 5.—The 
never-ending curiosity of motorists 


future will be like is being satis. 
fied in a newspaper, radio and point. 
of-purchase campaign recently re. 
leased by the Fitzgerald Advertising 
Agency for the Pan-American Petro- 
leum Corporation. 

The copy plan, which involves the 
illustration of automobiles of from 
10 to 50 years hence, was developed 
in the search for a theme to give an 


characterized by the constant intro- 
duction of new, or allegedly new, 
gasolines by rival companies. 
Convinced that the heavy barrage 
from all sides of this type of copy 
has opened consumers’ eyes to the 
fact that gasolines are being rapidly 
and steadily improved and _ rede- 
signed in accordance with changing 
conditions, the advertiser wishes to 


lead the march of progress, no mat- 
ter how often competitors release a 
broadside to herald arrival of a new 
and better product. 


Uses Little Text 


The quick story, told in the punch 
line of the 1,000-line newspaper ad- 
vertisements which constitute the 
backbone of the campaign, is “Pan- 
Am will lead with the right gaso- 
line.” All of the text in the series, 
which bears a strong family resem- 
blance throughout, is written to ac- 
commodate the punch-line slogan. 
The following complete text of one 
advertisement, exclusive of signa- 
ture, is an example: 

“In 10 years the motor may be in 
the back of your car. Pan-Am will 
lead with the right gasoline. Today 
the right gasoline is ... Orange Pan- 
Am Gasoline.” 

The layout divides the space into 
horizontal halves. The top half is 


car of the future, the lower by the 
company’s trade mark and an illus- 
tration of a modern car. The phrase, 
“Today the right gasoline is .. .,” 
lettered on a reverse panel, joins the 
two elements. 

One mythical car is featured at a 
time. Among those which appear in 
the advertisements are the dymax- 
iom, the auto-propeller, the bullet car 
and the auto-plane. { 

One of several tie-ups consists of 
routing an auto-boat-plane, accom- 
panied by a horseless carriage of 
1902 vintage, on a tour of the four 
southern states comprising the trade 
territory. Direct mail is added to the 
other mediums to announce the ar- 
rival of these interesting exhibits. 

The announcements do not say 
positively that the auto-boat-plane 
will be the car of 1955, but the claim 
is made that it would be a logical de- 
velopment, in view of present trends 
and requirements. The 1955 model 
appears less radical by comparison 
with its ancient running mate. 


“Wines & Liquors” 
Is New Bi-Weekly 


The first issue of Wines & Liquors, 
Chicago, a tabloid newspaper serving 
producers and wholesale distributors, 
will appear Oct. 19. It will be pub- 
lished bi-weekly until repeal of the 
eighteenth amendment and weekly 
thereafter. 

G. W. Stamm, the publisher, was 
founder and former publisher of 
Broadcast Advertising, Modern 
Beauty Shop, Western Baker, Pacific 
Luundry Journal, and several other 
trade papers. Offices are at 360 N. 
Michigan Ave. 


Magazine Changes Name 


Brewer and Distributor, Los An- 
geles, has changed its name to West- 
ern Alcoholic Beverage Journal, and 
has increased its scope to cover the 
winery and spirits industries of the 
west. Robert R. Berry is managing 
editor and W. D. Beswick is business 


manager. 


assure motorists that it will always . 


PAN-AM GASOLINE 


as to what the automobile of the | ° 


advantage in a competitive situation 
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LOWER POSTAGE. 
RATES SOUGHT 
BY PUBLISHERS 


Shawnee-6n-Delaware, Pa., Oct. 3. 
—Hopes that the present high rates 
of postage for second-class matter, 
which have been prescribed for the 
period ending June 30, 1934, may be 
rescinded, were expressed at today’s 
convention of the National Publish- 
ers’ Association. 

In the reports of George C. Lucas, 
executive secretary, and William B. 
Warner, of the McCall Company, 
chairman of the committee on postal 
matters, it was pointed out that the 
adoption of the highest war-time 
rates, provided for in the revenue 
bill of 1932, had, as predicted, failed 
to produce the revenues expected by 
their congressional sponsors. 

The increases were opposed at that 
time by the Post Office Department, 
which feared a diversion of the traf- 
fic to cheaper forms of distribution. 
If the postal deficit is eliminated, as 
it is hoped by department officials it 
will be, the prospects for the restora- 
tion of the former second-class rates 
are regarded as good. 

Mr. Lucas entered a protest in his 
report against the present practice of 
the Post Office Department in dis- 
posing of undelivered copies of ‘per- 
iodicals at low rates permitting cut- 
price competition to be set up for 
legitimate news dealers. 

The trend toward increased restric- 
tions on house-to-house canvassing for 
magazine subscriptions as the result 
of local ordinances was also reviewed 
by Mr. Lucas, who pointed out the 
possibility of disastrous effects if fed- 
eral legislation on this subject is 
enacted. 


Ask Cooperation 


Two representatives of the post 
office department addressed the con- 
vention, Joseph C. O’Mahoney, first 
assistant postmaster general and 
Clinton B. Eilenberger, third assist- 
ant postmaster general. They out- 
lined efforts which are being made 
to enable the post office department 
to balance its budget, and urged co- 
operation. Mr. Eilenberger criticised 
the failure of certain public utilities 
and others to send their bills through 
the mails, thus depriving the depart- 
ment of a substantial revenue. 

One of the speakers at tonight’s 
session was Roy Dickinson, of Print- 
ers’ Ink. He spoke on “Some Adver- 
tising Angles of the NRA,” predict- 
ing more and better advertising as 
the result of larger consumer buying 
power, the elimination of chiseling 
and the stronger position of adver- 
tised brands. 


A. G. M. A. Issues Group 
NRA Certificate 


Blue Eagle food packers in the 
membership of the Associated Gro- 
cery Manufacturers of America have 
complied with the NRA ruling that 
they must supply retailers with a 
certificate certifying cooperation with 
the NRA by issuing a group certifi- 
cate. 

More than 300 manufacturers are 
listed on the one certificate, which 
has saved manufacturers much ex- 
pense and dealers great inconven- 
ience. 


Donnelly Becomes 
Officer of Ship Line 


John E. Donnelly, classified adver- 
tising manager of the Wall Street 
Journal, has been appointed secretary 
and treasurer of the Starin-Hartford 
Line, which operates a steamship 
freight service between New York 
and Hartford, Conn. 

Mr. Donnelly has been in the ad- 
vertising business for ten years and 
was formerly connected with the 
New York Sun. 


Circulation Men Elect 


E. D. Hood, circulation manager of 
the Savannah, Ga., Morning News, 
was elected president of the South- 
ern Circulation Managers Association 
at the annual convention in Pensa- 


Thomas Joins Brisacher ; 


Two Accounts Acquired 


Harry M. Thomas, who for 15 years 
conducted his own business as manu- 
facturers’ agent for electrical mer- 
chandise, has joined the San Fran- 
cisco office of Emil Brisacher and 
Staff as account executive. 

Advertising of the Mercantile Ac- 
ceptance Corporation of California, 
for whom illuminated bulletin boards 
are being used, and the Northern 
California Electric Refrigeration Bu- 


reau, using radio advertising, has 
been placed with the agency. 
Seifert to Fensholt 
The Fensholt Company, Chicago, 


will handle advertising of E. R. Sei- 
fert, Inc., automatic production ma- 
chinery. Trade papers will be used. 


Herndon Heads 
Midwest Group 
Of Newspapers 


Kansas City, Mo., Oct. 4.—At the 
semi-annual meeting of Midwest 
Newspaper Advertising Managers’ As- 
sociation, held here last week, E. 
Julian Herndon, Arkansas Democrat, 
Little Rock, was elected president for 
the coming year, succeeding Sam E. 
Gearhart, Southwest American and 
Times Record, Fort Smith, Ark. 

Other officers elected were: vice 
president, F. H. Vandergrift, Pitts- 
burg, Kan., Headlight; secretary- 
treasurer, J. E. Winslow, Sioux City, 


la., Tribune; sergeant-at-arms, 
Charles Herrin, Joplin, Mo., Globe 
and News-Herald, 

The next meeting of the organiza- 
tion will be held in Kansas City, 
Feb. 11-12. 

Newspapers in Missouri, Kansas, 
Iowa, Nebraska, Minnesota, Texas, 
Arkansas and Oklahoma are eligible 
for membership in the association, 
but only one newspaper in a com- 
munity may join. 


Thomas Joins Tuthill 


Rupert Thomas, who has _ con- 
ducted his own agency for four years, 
and before that was connected with 
Eugene McGuckin Agency, Street & 
Finney and McGraw-Hill, has become 
vice-president of Tuthill Advertising 
Agency, New York. 


MacNamee Is Commander 


Hal R. MacNamee of Richardson, 
Alley & Richards, Boston, a past vice- 
president of the Advertising Club of 
Boston, has been elected commander 
of the Crosscup-Pishon Post of the 
American Legion, of which he is a 
charter member. 


With “Modern Living” 

Julian Funt, formerly with Medical 
Review of Reviews and New York 
Medical Week, has become editor of 
Modern Living, replacing John J. 
Casey. 


Ritchie Has Agency 
David G. Ritchie, formerly with 
the Rein Company, has started his 
own agency, with offices in the Sam 

Houston Hotel, Houston, Texas. 


‘ 


cola, Fla. 


“LET’S GO PLACES.” When a woman is in the mood for relaxation, 
amusement, entertainment, she is ready to listen to your ideas on the subject. 
Actual figures show that it costs you 31% less to get her to look at your latest 
contribution to pleasure if you tell her at the right time—when she is reading the 
stories that create this mood of pleasure—in MeCALL’S FICTION & NEWS. 


THE TIME TO TELL a woman about a new face powder is not when she 
is planning a Sunday dinner, but when she is considering her complexion. That 
is why, in the new McCall’s, editorials and advertisements on related subjects are 
grouped together. Is your product something for her complexion, her hair, her 
figure, her wardrobe? Tell her in MeCALL’S STYLE & BEAUTY. 


WHETHER IT’S BAKED HAM, 


baby powder, or a living room rug, tell- 


ing a woman about your product is like boarding a moving street car. It’s easier 
when you’re both running in the same direction. Have you something to say on 
household equipment? Foods? Child care? You will find her ready to listen when 
she is reading articles on just such subjects in MeCALL’S HOMEMAKING. 


HOW DOES MeCALL’S TRIPLE MAKE-UP SAVE 31%? By making 
every page worth seeing, McCall’s is read from cover to cover. There is no 
“special section” for advertising. And because McCall’s directs the reader to 
your advertisement when she is ready to listen, the cost-per-reader is now 31% 
less. For proof write McCall’s Magazine, 230 Park Avenue, New York City. 
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Sullivan, Bowman 
to Sell Liquors 


Arthur W. Sullivan has joined 
Schenley Distillers Corporation, New 


“It’s Time to 
Re-Cover,” Is 


York, as metropolitan division man- 
ager. He was the first advertising 
manager of Vacuum Oil Company 


and has served other oil companies | 


as a sales executive. 

Victor Bowman has resigned as 
sales manager of the Pacific Mills, 
Lawrence, Mass., to join the Schenley 
staff as general field supervisor. 


To Advertise Town 


An election to authorize a tax levy 
to raise funds for advertising Hen- 
dersonville, N. C., throughout the 
country is being sought by the Cham- 
ber of Commerce, and is supported by 
civic and business leaders. 


LINEAGE 


an 


ADVERTISING 


Columbia Tale 


| New York, Oct. 5.—Tying up with 
| the NRA drive through a play on 
the word “recover,” Columbia Carpet 
| Mills, Ine., Philadelphia, has devel- 
|oped a dealer help campaign around 
| the theme, “It’s time to re-cover.” 
|Fonda-Haupt Company created the 
plan. 

The purpose 


is to convince the 


housewife that it is economical to 
outfit a whole house with rugs in a 
single purchase, achieving thereby 
to 


ja harmony from room room 


OR the past three and one-half years 


MoToR has led 


all automotive publica- 


tions in number of advertising pages car- 
ried. .. The record for the first seven months 


of 1933 is— 


MOTOR . . 


*Second publication . . 
Third publication . . 


Fourth publicati 


. . . 500 pages 
437 pages 
331 pages 


on . . 304 pages 


*Lineage credited to second publication in- 
cludes that from two other magazines that 


he Automotive Busionss Miosssine 


throughout the residence which 
would not ordinarily result from cus- 
tomary “piece-meal” buying. 


Helps supplied the dealer include 


a large poster for window or ledge, 


a folder for consumer distribution 
and key chart booklet for the mer- 
chant and his salesmen. 

The folder illustrates a home in 
New Jersey completely re-outfitted 
with rugs at a cost under $250. It 
unsells the housewife’s old idea that 
such a project costs more than a new 
ear. 


Chart to Fill In 


A chart included provides for a 
complete description of the recip- 
ient’s home, which, when filled in, 
gives the dealer all information 
necessary to make a thoroughgoing 


estimate. To help the dealer make 
suggestions acceptable from _ the 
decorative standpoint, the chart 
provides space to list the predomi- 
nating color of the various rooms, 
whether walls are plain or figured, 


exposure and colors of adjoining 
rooms. 
In the key chart, the dealer is 


given authentic information on color 


harmonies in a_ series of tables. 
Comparison with the customer's 
“re-cover” chart shows not only 


colors and patterns needed but the 
exact rug suited to the specific need. 


Tailors Appoint 
C. Dobler & Co., of New York, cus- 
tom tailors, have named Brearley 
Service Organization to handle their 
advertising. 


were recently merged with this second pub- 


lication. 


MoTOR is definitely established as 


in Paid Circulation 

in Advertising Lineage 

in Reader Interest 

as an Advertising Investment 


Such LEADERSHIP means the most effective 


and economical sales medium. 
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RECOGNITION 
BUREAU SET 
UP ON COAST 


Los Angeles, Cal., Oct. 4.—De. 
signed to clear up the vexing ques- 
tion of agency recognition, an organi- 
zation called the Southern California 
Chapter of the Pacific Recognition 
Bureau has been placed in operation 
in Los Angeles. 

Although the bureau has been in 
the formative stage for some months 
back, it has just begun functioning 
as a complete organization. 

The Pacific Association of Adver- 
tising Agencies was the unofficial 
sponsor of the new bureau, but the 
P.A.A.A. and the agencies’ which 
comprise its membership take no ae- 
tive part in the bureau’s work, other 
than to abide by its rules. 

A bureau committee, composed of 
elected representatives from various 
medium classifications, acts as a 
clearing house for recognition prob- 
lems. This committee is made up 
of one member from each of the Los 
Angeles newspapers; California 
Newspaper Publishers Association; 
newspaper representatives; outdoor 
advertising plants; street car adver- 
tising plants; and two members from 
the radio broadcasting — stations. 
Meetings of committee members are 
held subject to call, with a chairman 
elected from among its own mem- 
bers. Edith Allan has been named 
administrative head of the new bu- 
reau. 


Rules Are Formulated 


Rules governing agency recogni- 
tion are set forth in “standards of 
practice,” which require, among other 
things, that the agency shall operate 
primarily in the advertising agency 
business; shall maintain an office 
separate and distinct from an adver- 
tising department or advertiser; 
shall maintain card rates inviolate; 
shall give satisfactory evidence of 
financial responsibility and satisfac- 
tory proof of its ability to serve the 
best interests of its clients. 

It has been agreed that so-called 
radio specialist agencies now being 
recognized shall receive bureau rec- 
ognition during the probationary pe- 
riod of six months from a stated 
date, but that no new agencies of 
this nature shall be recognized ex- 
cept as they qualify under these 
provisions. 


R. E. Stapleton, F ormer 
Club Head, Is Dead 


Richard E. Stapleton, for 15 years 
a magistrate in MHalethorpe, Md., 
and a member of the advertising 
staff of the Baltimore Sun for 14 
years, died Oct. 1 at his home in 
Relay, Md. 

He was a former president of the 
Advertising Club of Baltimore and 
had also served as a director of the 
Better Business Bureau. 


Studio Shiles Pereonnal 


Several personnel changes have 
been made in the Fawn Art Studios, 
Inec., Cleveland and Detroit. Ignatz 
Sahula, former art director at De- 
troit, has been made manager there. 
Earl Lusem, formerly of Lusem Stu- 
dios, is in charge of the me:nanical 
department at Detroit and Arthur E. 
Roberts, contact man, has been trans- 
ferred to Detroit. 


Castoria on Air 


The Centaur Company, maker of 
Chas. H. Fletcher’s Castoria, went on 
the air Oct. 4 with a weekly half- 
hour musical program, featuring Al- 
bert Spalding, violinist, and Conrad 
Thibault, baritone. The program will 
have outlets through 49 C. B. S. sta- 
tions. 


Shoe Chain Names Agency 

Fertig, Slavitt & Gaffney, Inc., New 
York, have been appointed by Lon- 
don Character Shoes, Inc., New York 
chain retailing men’s shoes. 


To Publish Truck Paper 


Truck Transport will be published 
in November by E. J. Hyland, 203 N. 


Wabash Ave., Chicago. 
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AGENCY CODE 
DEFENDED BY 
JOHN BENSON 


(Continued from Page 1) 
the matter of crediting agency 
commissions to the advertiser 
against a fee, provided the fee 
equals or exceeds the commissions. 
This is so obvious a position as not 
even to require mention in the code. 
The committee certainly would never 
consider that as rebating. 

“There is nothing said in the code 
about the use of standard forms or 
order blanks or anything else, which 
each agency is free to use as it may 
desire. Of course, the standard order 
blank is a very constructive and 
helpful document and should be uni- 
versally used, but there is nothing 
in the code to compel it or even 
recommend it. 

“As far as ethics of competition 
are concerned, the rebating clause is 
the chief one, and others may be 
added as we find it feasible to do 
so. Everybody wants competitive 
ethics included as far as will avoid 
controversial issues and be accepted 
by the government, and in this re- 
spect there is no distinction made 
between large and small. 

“The code expressly provides that 
the smaller enterprise shall not be 
oppressed or discriminated against, 
and the administrator will be repre- 
sented on the committee, to see 
that this provision is carried out. 

“It seems to me, in view of these 
explanations, that there is no ground 
whatever for anything but hearty 
support on the part of smaller agen- 
cies to the NRA advertising agency 
code. 

Helps Smaller Agencies 


in 


“I do not understand why anybody 
should get the impression that the 
A.A.A.A. is not very friendly and 
helpful to the smaller agency. The 
bulk of its members are smaller 
agencies and a very substantial part 
of its effort and expense is devoted 
to their interests, in conducting 
studies, negotiations, ete., for the 
betterment of advertising, which the 
individual large agency might be 
able to do for itself. The associa- 
tion goes beyond its membership in 
extending this aid to smaller agen- 
cies, including a willingness at all 
times to confer with them and to 
furnish them with data: and informa- 
tion; it cooperates with such groups 
as the Pacific Association of Adver- 
tising Agencies, both actively and 
financially, although in no sense a 
part of our membership. 

“Lack of knowledge is the mother 
of misunderstanding and suspicion, 
and this should be cleared away in 
the interest of solidarity in the 
agency business as a whole.” 


Chicago Agencies 
Form Code Committee 


Chicago, Oct. 5.—Working with the 
greatest possible speed, so that its ob- 
jections to the present agency code 
and its suggestions for corrections 
and additions may be ready in con- 
crete form before the date for a pub- 
lic hearing on the code is set by NRA 
authorities, the group of smaller Chi- 
cago agencies at a meeting this week 
appointed a committee to delve into 
the matter further and report back to 
the entire group. 

As reported in ADVERTISING AGE 
last week, Maynard E. Maggart, pres- 
ident, Maggart Corporation, is chair- 
man of the entire group and also 
chairman of the special committee. 
Other members of this committee 
are: 

C. Wendel Muench, president, C. 
Wendel Muench & Co.; Dr. L. G. 
Maison, president, Professional Ad- 
vertising; E. J. Lauesen, Lauesen & 
Salomon; and W. H. Evans, presi- 
dent, Evans Associates, Inc. 

This committee has been designated 
to draw up specific objections to the 
present code and suggest plans for 


sentative body of advertising agen- 
cies of the United States.” 

The committee is to report back to 
a second meeting of advertising 
agencies for suggestions and criti- 
cism, after which the accepted draft 
will be submitted to all advertising 
agencies in the country, according to 
present plans. 


Elihu Agen Starts 


Harold A. Skinner has formed the 
Elihu Advertising Agency in New 
Britain, Conn., with offices at 114 
Franklin St. 


Ward With Parent 


Frederick G. Ward has joined The 
Parent Company, Boston, which re- 
cently moved from the Statler Bldg. 
to 212 Essex Street. 


Chicago Admen 
Discuss Future 


Of Organization 


Chicago, Oct. 5.—No definite con- 
clusions on the future of the Chicago 
Advertising Council were reached at 
a special meeting held at noon today 
to determine whether or not Chicago 
is to have an organization which will 
represent its advertising interests. 


Numerous proposals were advanced 
by the 75 persons present, but none 
met the unanimous agreement of the 
gathering, and as a consequence it 
was decided to appoint a committee 
to draw up a list of objectives to be 


sought by the organization, and the 
best possible method of attaining 
these objectives. 


This committee, which is to report 
as swiftly as possible, is composed of 
A.” D. Lasker, president, Lord & 
Thomas; Col. Frank’ Knox, publisher, 
Chicago Daily News; G. R. Schaef’ 
fer, advertising manager, Marshall 
Field & Co.; O. C. Harm managing 
director, Audit Bureau of Circula- 
tions; George Cain, Swift & Co.; A. 
N. Steele, advertising manager, 
Standard Oil Company of Indiana; 
and Henry Stanton, vice-president, J. 
Walter Thompson Company. 

The call for today’s meeting was 
sent out over the names of Messrs. 
Knox, Schaeffer, Harn and Stanton, 
and of W. A. Grove, advertising man- 
ager, Edison General Electric Ap- 


pliance Company; M. C. Meigs, gen- 
eral manager, Chicago Evening 
American; S. E. Thomason, pub- 
lisher, Chicago Daily Times; and A. 
D. White, Swift & Co. 


Artists Organize 
Creative Advertising Artists of 
Cleveland has been formed as a pro- 
tective organization to eliminate un-. 
fair trade practices. Officers are Carl 
W. Broemel, president; Lester Grimes 
and Howard Kramer, vice presidents; 

and Richard Fawn, secretary. 


Novelty Radio 
Brown & Williamson Tobacco Cor- 
poration, Louisville, is providing 
dealers, at a cost of $10, with a com- 
plete radio which is placed in a fac- 
simile of Wings or Raleigh cigarette 
packages. 


NOW YOU CAN DO A 
100% SELLING JOB AT 
THE POINT OF SALE 


OU who have said “No” to motion pictures 
visualizing your business, because of costly, 


cumbersome, sound projecting machines, can now 
say “Yes,” and put this unequalled selling medium 


Today more than ever before your business story, 
your selling story, your advertising story needs to be 
visualized and dramatized to your salesmen, dealers 


to work at once. 


PRODUCERS, 


OF BUSINESS 
R. €C. A. BUIESING, 
PACIFIC COAST, 


The 16 M M Sound-on-Film Projector, long 
wished for, is now a reality. 


With this newly perfected projector, plus Castle 
Films, one young man, with two small suitcases of 
equipment, can visualize and dramatize the biggest 
business story to an audience of one to one thousand 
—anywhere, any time. 


and jobbers. They need a close-up of your proposi- 
tion to help them crash through with results, Adver- 
tising executives and advertising agents know this 
to be vital. 


The production and exhibition of business motion 
pictures is a highly specialized work. Castle Films 
provides a complete nation-wide service from script 


to sereen—a product unexcelled in its field. 


Nineteen years devoted exclusively to our spe- 
cialty has equipped us to do work of outstanding 
merit. We have developed a service that provides 
complete satisfaction and protection to our clients. 


With Castle Films and service — and the new 
16 M M Sound-on-Film Projector 


— you can swing into action with 


a sales tool of unlimited scope and 
effect. Write for a representative 


WE DO OUR PART to call. 


DISTRIBUTORS, 
MOTION 
ROCKEFELLER CENTER, 


CLAUS SPRECKELS BLDG., 


EXHIBITORS 
PrFCTU RES 
NEW YORK 
SAN FRANCISCO 


presenting a code “by a truly repre- 
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Protest Sample Tax 


The drug and chemical section of 
the New York Board of Trade, co- 
operating with other trade groups, is 
endeavoring to have the state sales 
tax laws amended to exempt the levy- 
ing of the tax on samples used in 
sales promotion. 


Brown Heads New 
York Golf Club 


James Wright Brown, Jr., has been 
elected president of the New York 
Advertising Club Golf Association. 

H. B. LeQuatte is vice-president 
and Charles E. Murphy, secretary. 


Selz Moves Office 


Lawrence H. Selz, Chicago, pub- 
licity counsel, has moved to the 21st 
floor of the Merchandise Mart. 


“Elmer Yess”’ 
Goes on CBS 
For Plymouth 


Detroit, Mich., Oct. 5.—A new type 
radio program which will have no 
regular commercial announcements, 
but which will devote its entire time 
to the adventures of a comic auto- 
mobile salesman selling the product 
of the sponsor, will be launched by 
Plymouth Motor Corporation, Oct. 10, 
over a coast-to-coast Columbia net- 
work of 68 stations. 

The new serial, “Elmer Everett 
Yess,” will be heard three times 
weekly, Tuesdays, Thursdays and 
Saturdays at 8 p. m., eastern stand- 


ard time, and will be re-broadcast to 
the Pacific Coast at 8:15 p. m., Pacific 
Coast time. 

Three shots of newspaper space 
will be used next week to announce 
the program in all cities with radio 
stations carrying it. In addition, 
dealers will tie-in with window dis 
plays and other local promotional 
efforts. 

Many Advertisers 


The part of “Yess” will be played 
by Hal K. Dalton, who last appeared 
in “Another Language.” He will be 
east as a former salesman for the 
“Easy-Thread Needle Company” who 
decides to enter the automobile busi- 
ness. After securing a job with a 
Plymouth dealer, he will become in- 
volved in many embarrassing ad- 
ventures, which will furnish plenti- 


ful opportunity for him to display 
his novel technique in securing retail 
orders for his sponsor. 
J. Stirling Getchell, 
Plymouth agency. 


Wilcox Dies Suddenly 


George O. Wilcox, 41, advertising 
solicitor for the Washington Star, 
died Oct. 1 of a heart attack at his 
home at Lyon Village, Va. He was 
advertising manager of the Youngs- 
town, O., Telegram before joining the 
Star three years ago. 


Ine., is the 


L. W. W. Weddell Returns 


L. H. Weddell, manager of the ex- 
port division of Erwin, Wasey & Co., 
Ltd., has returned from a_ four 
months’ business trip to the agency’s 
London office. 


STYLE, HEALT 


AND PERSONALITY 


NEW VALUE 


for advertisers of Beauty, Style and 
Health Products 


EGINNING with the October 1933 Chatelaine, all articles on 
Beauty, Style and Health subjects will be grouped in one enlarged 
department under the heading ‘Beauty Culture’. This is a 

further step in the development of Chatelaine’s “scientific editorial 
formula”, similar to Chatelaine’s Housekeeping department which 
has proved so popular with both readers and advertisers. 


With this new arrangement, Chatelaine 
now presents to all advertisers of products 
pertaining to Style, Health and Beauty, the 
unusual opportunity of having their adver- 
tising appear along with editorial material 
definitely related to these products. ‘New 
Value’ is thus added to each advertisement 
in the increased effectiveness arising from 
being seen more often and of being seen 
when the reader’s mind is properly attuned 
to the subject. 


Chatelaine has always had the reputation 
of bringing in a very high percentage of 
returns at a relatively low 


cost per enquiry—partic- 
ularly among advertisers 
using keyed advertise- 
ments on woman-appeal 


accounts. 


This is but natural, how- 
ever, in view of the 
distinctly feminine charac- 
ter of this publication. 


Chatelaine is not only designed for women 
—but. for younger women who constitute 
a most important market for advertised pro- 
ducts pertaining to personal attractiveness’ 


Chatelaine’s editorial formula has been 
scientifically worked out to give this class 
of Canadian women what they want in a 


woman's magazine. 
presents: 


Chatelaine therefore 


To its readers—-a thoroughly balanced 
editorial programme, maintaining a leading 
position in smart fiction and lively articles 


|B ADDITION 


TrApDE BULLETIN SERVICE 


Chatelaine’s Beauty Culture depart- 
ment, a Monthly Bulletin Service covering 
retail trade outlets is being inaugurated. 


This Bulletin Service will announce ahead 
of publication date the products being 
advertised in the coming issue so that 
retailers can be prepared to feature the 
lines nationally-advertised in Chatelaine. * 


to the creation of interest. 


tiveness of 


of general interest, ar- 
ranged so as to concen- 
trate and develop greatest 


Toits advertisers—a reader 
interest so intensified and 
localized that the effec- 


advertising 


appearing in this magazine 
is materially increased. 


Chatelaine’s ‘New Value’ offers you the means of securing the greatest possible 
results in advertising to the women of Canada 


481 University Ave. 


Toronto—CANADA 


A Magazine for Canadian Women 


MELZO, LIQUID 
FOOD, IN DEBUT 


New York, Oct. 5,—That scientists 
are making definite progress toward | 
the day when a meal may consist of 
a capsule supplying all the food nee. 
essary to health and happiness is in- 
dicated in a new product, Melzo, 
made by Chase Williams Corpora. 
tion, which is running test cam. 
paigns in newspapers in several | 
eastern cities. | 

The capsule stage has not been | 
attained yet, copy indicates, although 
science has progressed to the point 
of providing erstwhile solid foods in 
liquid form. 

Test campaigns now running use 
several copy approaches, most strik- © 
ing of which contains the slogan, 
“Drink a banana.” In space aver- 
aging 600 lines, straight educational 
and cartoon advertising is being 
tried, while in another city 75-line 
advertisements strike a near-medi- 
cinal note, urging in particular the 
use of Melzo as an aid to digestion 
and an eliminator of nervousness. 

The educational copy refers to the 
product as a balanced food contain. | 
ing all the vitamins and also im- 
portant enzymes essential to proper 
digestive and intestinal activity. It 
is nearly 50 per cent banana con- 


A 


dextrin and unfermentable (taste- 
less) yeast. Its calcium content 


peal to expectant mothers. 

Coupons in the larger copy offer 
samples and a descriptive booklet. 
The 600-line copy also advertises the 
product as a frosted soda fountain 
drink. 

Frank Presbrey Company 
charge. 


is in 


John H. Logeman, 


Outdoor Executive, Dies 


John H. Logeman, at one time 
vice-president of Thomas Cusack 
Company, and a former vice-presi- 
dent of General Outdoor Advertising 
Company, Chicago, died at his home 
in Chicago Oct. 5. He was 60 years 
old. 

Mr. Logeman was secretary of the 
Outdoor Advertising Association of 
America from 1911 to 1918, and was 
still connected with General Outdoor 
in an executive capacity at the time 
of his death. 


Represents Daily 


Louis Minsky has been placed in 
charge of the advertising office 
opened in the Salmon Tower Build- 
ing, New York, by the London Jew- 
ish Chronicle and London Jewish 
World. He was formerly New York 
correspondent for the publications. 


Statement of the Ownership, 
agement, Circulation, Etc., Re- 
quired by the Act of Con- 
gress of August 


peared G. D. Crain, Jr., who, 
duly sworn according to law, 
says that he is the business manager of Ad- 
vertising Age, and that the following is, to 
the best of his knowledge and belief, a true 
statement of the ownership, management (and 
if a daily paper, the circulation), etc. of the 
aforesaid publication for the date shown in 
the above caption, required by the Act of 
August 24, 1912, embodied in section 411, 
Postal Laws and Regulations, printed on the 
reverse of this form, to-wit: 

1. That the names and addresses of the 
publisher, editor, managing editor, and busi- 
ness managers are: 

Publisher—Advertising Publications, Inc. 
Editor—G, D. Crain, Jr., Chicago, Ill. 
Managing Editor—S. R. Bernstein, 
cago, Ill 

2. That the owner is: (If owned by a 
corporation, its name and address must be 
stated and also immediately thereunder the 
names and addresses of stockholders owning 
or holding one per cent or more of total 
amount of stock. If not owned by a cor- 
poration, the names and addresses of the in- 
dividual owners must be given. If owned by 
a firm, company, or other unincorporated con- 
cern, its name and address, as well as those 
of each individual member, must be given.) 

Advertising Publications, Inc., Chicago. G. 
D. Crain, Jr., Chicago, Ill; Kenneth C. 
Crain, Chicago; E. Kebby, Chicago. 

3. That the known bondholders, mort- 
gagees, and other security holders owning or 
holding 1 per cent or more of total amount 
of bonds, mortgage or other securities are: 
(If there are none, so state.) one. 

G. D. CRAIN, JR. 
Sworn to and subscribed before me _ this 
20th day of September, 1933. 

ELLEN KEBBY, 
(Seal) Notary Public. 
(My commission expires April, 1935.) 


having been 


Chi- 


centrate having in addition maltose j 


brings into the copy its dietary ap- 


Man- — 


24, 1912 
Of Advertising Age, published weekly at 
Chicago, Illinois, tor October 1, 1933. 
State of Illinois, county of Cook—ss. 
Before me, a notary public in and for the 
State and county atoresaid, personally ap- © 
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PROPOSED DRUG 
BILL ATTACKED 
BY F. A. BLAIR 


Proprietary Head Calls Bill 
Ambiguous 


New York, Oct. 5.—Pointing out as 
a great danger the fact that the pro- 
posed new federal pure food and 
drugs act contains an ambiguous defi- 
nition of violations, Frank A. Blair, 
president of the Proprietary Associa- 
tion, characterized the measure as 
superfluous at best in a statement 
issued this week. 

“There is no need for new laws to 
eliminate the advertising of any 
preparation that can be proven 
worthless,’ said Mr. Blair. “The 
right of the drug administration to 
prosecute the manufacturer, the 
powers of the federal trade act and 
the denial of the mails are adequate 
controlling factors which already 
exist. 

“Proponents of the act claim that 
its purpose is to provide for reason- 
able regulation of advertising, but 
it is the consensus of good legal 
minds that the bill transfers judicial 
power from the courts to bureau- 
cratic control that will cause com- 
plete demoralization of the industries 
affected. 


Sees Bureaucratic Control 


“Prof. Tugwell states that if the 
bills are passed, the advertising fra- 
ternity can do most of the actual 
policing. The fact that any law giv 
ing any governmental department 
undue power may be exercised only 
at the discretion of that particular 
department in no way lessens the 
potential dangers of persecution 
under that particular law at the 
hands of that particular department. 

“In the Tugwell bill, an advertise- 
ment is deemed false if in any par- 
ticular it is untrue, or by ambiguity 
or inference, creates a misleading im- 
pression. 

“Manufacturers seriously object to 
the language employed in this defini- 
tion, for, in itself, it is ambiguous. 
Their right to do business and to 
remain out of prison depends wholly 
upon the construction that the ad- 
ministration officials put upon the 
words ‘ambiguity’ and ‘misleading 
impression.’ 

“It is the contention of manufac 
turers that any fair advertising law 
should be written in terms that are 
definite and understandable, and to 
be subject to court review in case of 
controversy. 

“The late Ex-President Taft and 
Chief Justice Hughes, have ruled 
that false advertising claims must 
also be fraudulent as a matter of 
law; yet, in this legislation, the ad- 
vertiser is held guilty for what may 
be construed as ambiguity or a state- 
ment that is likely to create a mis- 
leading impression. The decision lies 
entirely with the administration of- 
ficial who is reviewing the adver- 
tising.” 

The endless interpretations which 
the introduction of the proposed act 
has necessitated are, in Mr. Blair’s 
opinion, plain warning of the diffi- 
culties ahead if the legislation is 
enacted. 


Medical Opinion Differs 


“Prof. Tugwell declares that an ad- 
vertisement is false if any repre- 
sentation is made either directly or 
by ambiguity or by inference, which 
is contrary to general agreement of 
medical opinion,” said Mr. Blair, 
citing one example. 

“The courts have repeatedly ruled 
that they will not recognize any par- 
ticular school of medicine. How, 
then, can there be such a thing as 
_ agreement of medical opin- 
on?” 

Other faults of the bill detailed 
by Mr. Blair include: 

It fails to recognize the fact that 
the public has set up its own censor- 


the “bad examples” cited by Prof. 
Tugwell have already been put out 
of existence by present laws and 
consumer boycott. 

It would conflict with state laws. 
It would compel negative adver- 
tising regardless of merit. 

It would abrogate the right of self- 
medication. 

It singles out the food and drug in- 
dustries for special censorship, ex- 
cluding all other advertising. 


Bronner Awaits Repeal 


H. M. Bronner, formerly with Jos. 
Garneau, representative of Cliquot in 
the United States, has joined Tillier- 
Thompson, Inec., New York, new 
wine and liquor importing company, 
as vice-president in charge of sales. 


Start Advertising Service 


A new advertising service and 
agency organization has been formed 
in Cleveland, with offices and plant 
at 1540 E. 21st St. Principals in the 
company include James Leslie Hub- 
bell, formerly general manager of 
the House of Hubbell, and past presi- 
dent of the Cleveland Advertising 
Club, and Ralph J. Bishop, former 
president of Bishop-Cope Company. 


Lytle Has New Branch 


The J. Horace Lytle agency, Day- 
ton, has opened a branch in Colum- 
bus, to be managed by C. L. Jaycox, 
former vice-president of the Mumm- 
Romer-Jaycox agency, Columbus. Leo 
Smith, formerly with Mr. Jaycox at 
that agency, will be production man- 
ager of the new office. 


Seeks Consumer 
Market for NRA 


Posters, Seals 


New York, Oct. 5.—First advertis- 
ing of lithographing in consumer 
publications is being done by the 
Consolidated Lithographing Com- 
pany, Brooklyn, whose “buy now” 
design and slogan for the second step 
in the NRA program has been ac- 
cepted as official. 

This week the company used 250- 
line copy in the New York Times and 
papers in other large cities to an- 
nounce the new posters, display 


cards, stickers and seals. The cam- 
paign was begun when the company’s 
Blue Eagle design was adopted by 
the NRA. 

Local committees of the NRA 
throughout the country were fur- 
nished two sets by the government. 
The committees designate the com- 
pany as the public source of supply. 

The newspaper advertising serves 
as a follow-up to the committees’ 
efforts in urging free use of the ma- 
terial. Copy promises to fill orders 
in rotation as received and offers 
quotations on request. 

The buy-now lithography features 
the Blue Eagle and “We Do Our 
Part” as secondary to the new slo- 
gan, “Now Is The Time To Buy! 
Do Your Part.” 


VERY advertiser must 

realize this: The World’s 
Fair is having a tremendous 
effect on people’s thinking— 
creating new, active ideas for 
better living. 


Take those fascinating mod- 
ern homes. More than 9,000,000 
people have visited them, ad- 
mired the exquisite, well ap- 
pointed furnishings. 


* * * 


Acertain group has responded 
actively: ‘‘We can have drapes, 
rugs, furniture like these. 
They’re in our price range. 
Salaries are increasing. Now we 
can buy.”’ 


This group is younger in years 
and spirits—has not settled 
down to the point of compla- 
cency—still wants new, mod- 
ern things. 


These are the kind of people 
who read the Chicago Amer- 
ican. They have chosen 


this paper because it presents 
news dramatically, its whole 
appeal, in every department 
and feature, is to younger 
tastes. It is completely modern. 


* * * 


That’s the reason the Chicago 
American has attracted the 
largest group of evening read- 
ers in Chicago ‘‘who are or who 
think under 40’’°—more than 
400,000 families. 


Here is a huge market that 
will spend at least $500,000,000 
during the next twelve months 
for merchandise. 


The American market re- 
sponds. For seven consecutive 
years, and to date in 1933, the 
Chicago American has led all 
Chicago daily newspapers in 
furniture advertising linage. 


* * * 


No advertiser should under- 
estimate the possibilities of this 


market for a greatly increased 
business in home furnishings. 


Shrewd merchandisers will 
advertise consistently where 
this greater furniture buying 
will be done—in these more 
than 400,000 youthful, respon- 
sive Chicago American homes. 


CHICAGO AMERICAN 


a good newspaper 


wt A MIGHTY MARKET FOR MERCHANDISE 


Ship of advertising copy. Many of 


National Representatives: Rodney E. Boone Organization 
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GRAPHIC ARTS 
CODE WORRIES 
NPA. MEMBERS 


(Continued from Page 1) 


affected by the radical increases in 
the costs of printing which are now 
threatened, and at least a part of 
which seems to be inevitable. 


Stanley Latshaw, Butterick Pub- 
lishing Company, who has been one 
of the representatives of the Period- 
ical Publisher’s Institute at the 
Washington code hearings, said that 
while he was still hopeful of agree- 
ment, he was far from sanguine that 
it would be achieved. 

Marvin Pierce, of the McCall Com- 
pany, was more optimistic, but 
pointed out that even after the nu- 
merous conflicting interests of the 
many employing groups are adjusted, 
any code will have to run the gaunt- 
let of the labor and consumers’ rep- 
resentatives before being finally ap- 
proved. 


Visions Blanket Code 


Mason Britton, of McGraw-Hill, 
warned publishers that all are in the 
same boat as far as costs under the 
code are concerned, since all must 
pay the proposed increases directly 
or indirectly. 

President Allen of the National 
Editorial Association, one of the 
guests of the convention, outlined the 
plan of a probable blanket code, with 
practical autonomy for each group, 
which seemed likely to be the only 
solution of the present involved sit- 
uation. 

The P. P. I. has printed for gen- 
eral distribution the brief submitted 
to the NRA in which the relatively 
high wages and high level of employ- 
ment maintained in the industry were 
graphically presented. It is regarded 
as making a remarkably strong case 
for the periodical publishers in op- 


position to any program involving 
radically higher costs. 

Paul West, managing director of 
the Association of National Adver- 
tisers, who was in attendance at the 
convention, indicated tonight that the 
A. N. A. would be interested in pre- 
senting its point of view, as repre 
senting large direct and indirect con- 
sumers of printing, at the final hear- 
ing, especially if cost levels are ad- 
vanced to what is regarded as an un- 
reasonable level. 


Rankin Agency Places 
Gobel Newspaper Copy 


Adolph Gobel, Inc., New York, meat 
packer, has appointed the Wm. H. 
Rankin Company, New York. A 
newspaper campaign on Gobel sausage 
is being prepared. 

Robert H. Rankin, who has been 
in the agency’s Chicago office for 
two years, has returned to the New 
York office to take charge of new 
business. 


McMahon with Agency 


Thomas F. McMahon has been ap- 
pointed assistant space buyer for 
Paris & Peart, New York. He was 
formerly in the national advertising 
department of the New York Ameri- 
can and prior to that in the media 
department of Lambert & Feasley, 
New York. 


Barringer Elected 


Henry B. Barringer, classified ad- 
vertising manager of the New York 
World-Telegram, has been elected 
president of the New York City News- 
papers Classified Advertising Man- 
agers Association. He succeeds C. M. 
Carroll, New York Times. 


Leigh Hunt Dead 


Leigh S. J. Hunt, 78, educator and 
publisher, died in Las Vegas, Nev., 
Oct. 5. He was responsible for the 
combination of the Post and Intelli- 
gencer in Seattle, Wash., in 1886, and 
served as publisher of the merged 
publications. 


Jaeger With King 
Charles P. Jaeger has joined the 
staff of Archer A. King, Ine., Chi- 


cago, publishers’ representative. 


WHERE THE BUYERS ARE! 


Everywhere, the NRA urges the 
employment of more men in more 
jobs ... ‘‘put men back to work, 
and bring back prosperity.”’ 

Purchasing power is being in- 
creased, and with it the demand for 
goods — your goods! 


But do you have your 
merchandise where it can 
easily be purchased? 
Dealers’ stocks are low 
... jobbers’ stocks are 
low. ..and you can’t 
get orders if you can’t 
make delivery! 


Consider the ‘‘A.W. 
A. Plan.’? The Amer- 
ican Warehousemen’s 
Association distribution 
service covers the coun- 
try... it will actually 
improve your service to 
your customers. . . yet 
confine your expenses to 
the volume of goods 
moving. . . and thus re- 
duce your distribution 
costs! 


Our 32-page booklet 
explains the plan in 
detail... tells how 
hundreds of nation- 
ally-important man- 
ufacturers (and 
many smaller firms) 
make use of A.W.A, 
service. Write today 
for your free copy. 


Store and distribute your mer- 
chandise through A. W. A. ware- 
houses in any or all of 189 principa] 
American cities. These warehouses 
will receive your merchandise in car- 
load or less-than-carload lots. . . 
store it until needed by wholesalers, 
dealers or users... then 
deliver it where it is 
wanted. In effect, these 
warehouses become your 
branch house in each city 
you select. ..storing and 
distributing your goods 
. -. handling your orders 
... keeping in touch 
with you through daily 
stock reports. 

Such a distribution sys- 
tem is cheaper—yet more 
efficient! —than operat- 
ing your own branch. It 
gives you better “‘branch 
house service’’—but no 
lease, no labor pay-roll, 
no fixed expense! You 
pay on a “‘piece work’’ 
basis only, for goods actu- 
ally stored or distributed. 


AMERICAN WAREHOUSEMEN’S ASSOCIATION 


2092 Adams-Franklin Bldg. 


Chicago, Illinois 


P.P.1. SHOWS STATUS OF EMPLOYMENT AND BUSINESS IN FIELD 
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Sources of Doro Notional industria! Conterence Boord ond 
Census of Monutoctures 


The trend of newspaper and periodical advertising volume, and 
comparisons between the average number of wage earners employed 
and the “real’’ wages per week of the newspaper and periodical 
industry as compared with all industry, are shown on these charts 
prepared by the Periodical Publishers Institute as substantiation of its 


— 


“Real” Waces Per Ween 


Sowrce & data Nuhonel industrial Conference Board 


proposed NRA code. They are included, with numerous other charts, in a report to members of the 
institute which is now being distributed. 


FIGHT ON FOOD 
AND DRUG BILL 
URGED BY NPLA 


(Continued from Page 1) 
land and in the house by Representa- 
tive Sirovich, since it is not now an 
administration measure and hence 
ean be fought with good chance of 
success. 


Legislation Unnecessary 


“The code of fair practices pro- 
posed for the periodical publishing 
industry,” continued Mr. Sterling, 
“contains provisions designed to pre- 
vent the publications of misleading 
or untruthful advertising, thus pro- 
tecting the public. In addition the 
advertising field has organized an ad- 
vertising review committee to check 
objectionable advertising, making the 
enactment of special legislation deal- 
ing with specific classification of ad- 
vertising largely unnecessary.” 

While the effect of the proposed 
legislation, which seems to be aimed 
at self-medication of all kinds, would 
be to require consultation with physi- 
cians regarding all ailments, Mr. 
Sterling pointed out that medical 
service is not readily available to a 
large percentage of the population, 
especially in the rural districts. 

“We admit,” said Mr. Sterling, 
“that some copy, say in the denti- 
frice field, is exaggerated and perhaps 
not scientifically accurate. Yet the 
sum total of this advertising has been 
to convert 32 per cent of the people 
to the use of dentifrices, to the ob- 
vious improvement of their health 
and well-being.” 


Advertising Dammed Up 


The speaker predicted that the in- 
clusion of severe penalties, including 
both fines and imprisonment, to 
which the responsible officers of 
manufacturing companies would be 
liable, would have the immediate ef- 
fect of reducing or eliminating a 
large part of the food, drug and cos- 
metic advertising now running, just 
as the extreme provisions of the se- 
curities act has practically dammed 
up the marketing channels of the 
financial field. 

Because the expressed intent of the 
proposed legislation is in the appar- 
ent interest of the public, making it 
difficult to explain the practical ob- 
jections to the measure, Mr. Sterling 
urged that all advertising and pub- 
lishing interests take immediate steps 
to register their objections with mem 
bers of congress. 

Winners in the 36-hole golf tourna- 
ment, played Tuesday afternoon and 


Wednesday morning, were as _ fol- 
lows: 

Thirty-six holes, low net, John C. 
Sterling: McCall’s Magazine; 18 


holes, low net, first day’s play, George 
C. Lucas, National Publishers’ As- 
sociation; 18 holes, low net, second 
day’s play, A. L. Cole, Popular Science 
Monthly; 36 holes, second low net, 
George J. Hecht, Parents’ Magazine; 
36 holes, low gross, R. B. Luchars, 
Machinery; blind bogey, first day’s 
play, A. J. Moore, International Maga- 
zine Company; 


Driving contest, second day’s play, 


Marvin Pierce, McCall Company; 18 
holes, second low net, first day’s play, 
J. C. Baker, Printer’s Ink; 18 holes, 
second low net, second day’s play, 
F. L. Wurzburg, Condé Nast Publica- 
tions; 36 holes, third low net, Merle 
Thorpe, Nation's Business; 18 holes, 
third low net, first day’s play, Fred 
Stone, Parents’ Magazine; 18 holes, 
third low net, C. A. Musselman, Chil- 
ton Company. 


New Agency Organized 


Marvin D. Evans, president of Mar- 
vin D. Evans Company, Fort Worth, 
Texas, has formed Advertising-Busi- 
ness Company, an advertising agency 
with offices in the Trinity Life Bldg. 
T. L. Yates and Rowland Broiles are 
associated with him in the new ven- 
ture. 


Andrews-Jones Started 


E. W. Andrews, formerly with 
Brooke, Smith & French, Inc., and 
Campbell-Ewald Company, and Paul 
C. Jones, have formed Andrews- 
Jones & Co., advertising agency, 
Union Guardian Bldg., Detroit. 


Women Hold Tea 


The annual president’s tea of the 
Women’s Advertising Club of Chi- 
cago was held at the College Club 
Sunday, Oct. 1. 


Pynlss Diaper 


Is Introduced 


New York, Oct. 5.—The American 
Weekly and Parents’ Magazine will 
be used by the Pynlss Products Cor- 
poration, Jersey City, N. J., to intro- 
duce to mothers a new form-fitted, 
rubber buttoned diaper. 

Copy will stress the danger of 
swallowing and being scratched by 
four to six pins in the ordinary 
square diaper, and the elimination of 


bulkiness, enabling the child to kick | 
and crawl at ease, without binding 


and chafing. 


Fonda-Haupt Company, New York, 


is handling the account. 


Corn Edition in lowa 


Members of the Iowa Daily Press 
Association, including 28 dailies, will 
issue a special “corn empire” edition, 
emphasizing the value of the state’s 
big corn crop. This special number 
will be circulated nationally. 


“Blue Eagle” Number 


The State Journal, Lansing, Mich., 
printed a special “Blue Eagle Day” 
issue Sept. 26. The entire edition 
was printed in blue. 
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Typography that 


TDhe aid vert sug Jypegraphers 


of A 


MeCTLEA 


are pleased to extend a cordial invitation 
P 


to all Advertising Typographers throughout 


the country, whether they are members or 


not, to meet with them at their Seventh Annual 


Convention to be held at the Palmer House, 
Chicago, on October 24, 25, 26 and 27, 1933. 


This year the Convention has an even more than 
ordinary importance —such vital subjects as the 


National Recovery Act, 


Shop Methods, Cost Ac- 


counting, etc., will be competently and fully dis- 
cussed. In addition the features of the United 
Typothetae Convention held at the Palmer House 
at the same time and A Century of Progress will 
provide additional worth. You'll be genuinely 
welcome. For detailed information and 


reservations write or wire Mr. HERBERT 
A. Knicut, 65 E. South Water 
Street, 


Chicago. 
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MANY PROBLEMS 
FACE N. A.B. AT 
ANNUAL MEETING 


To Gather at White Sulphur 
Springs Oct. 8-11 


Washington, D. C., Oct. 4.—With 
the industry’s code of fair competi- 
tion in process of adoption in Wash- 
ington, and with numerous trade 
practices scheduled for complete re- 
vision if not elimination, the annual 
convention of National Association 
of Broadcasters, to be held at White 
Sulphur Springs, W. Va., Oct. 8-11, 
gives promise of attracting the larg- 
est attendance of any meeting in the 
association’s history. 

Major probems to be discussed at 
the convention, in addition to those 
brought out in the industry’s code 
and the public hearings on that code 
held last week, include: 


Expansion of the scope of the as- 
sociation, based upon its duties in 
administering the code, and the pos- 
sibility that its present membership 
of 270 may be doubled by operation 
of the code. 

Further discussion of the indus- 
try’s intense battle with American 
Society of Composers, Authors and 
Publishers over copyright music 
fees, and the status of Radio Pro- 
gram Foundation, the special organi- 
zation set up by N. A. B. in competi- 
tion with A. S. C. A. P. during the 
past year. 

The effect of television on the 
broadcasting industry and the “hold- 
over” problem of equitable alloca- 
tion of wave lengths on the North 
American continent. 


Hold Golf Tournament 


The convention will start off in 
light vein Sunday, Oct. 8, with a 
golf tournament and other sports, 
and will swing into the real business 
of the meeting with the Monday 
morning session, which will be called 
to order by A. J. McCosker, WOR, 
Newark, N. J., N. A. B. president. 

In addition to the annual reports 
of Mr. McCosker, Philip G. Loucks, 
managing director, and of the treas- 
urer, program committee and tax 
‘committee, this session will hear 
Eugene O. Sykes, chairman, Federal 


_ Radio Commission, give a brief out- 


ain RCT RE Pema 


line of radio developments since the 
passage of the federal radio act of 
1927, 

The Monday evening session will 
be given over to a discussion of tech- 
nical problems, speakers including 
John V. L. Hogan, consulting en- 
gineer, New York; Dr. C. B. Joliffe, 
chief engineer, Federal Radio Com- 
mission, and Joseph Chambers, 
chairman, N. A. B. engineering com- 
mittee. 

Tuesday morning the featured talk 
will be by John Benson, president, 
American Association of Advertising 
Agencies, on what the new deal 
means to advertising agencies and 
broadcasting stations. The report of 
H. K. Carpenter, chairman of the 
commercial committee; will also be 
heard at this session. 

The Tuesday evening session will 
concern itself with copyright prob- 
lems, reports being presented by 
Oswald F. Schuette, N. A. B. copy- 
right director; Newton D. Baker, the 
association’s copyright counsel, and 
I. D. Levy, chairman of the special 
copyright finance committee. 


Code Committee Report 


The Wednesday morning session 
will hear a report of the NRA code 
committee, presented by John W. 
Guider, special counsel for the com- 
mittee, and also the report of Arthur 
B. Church, chairman, cost account- 
ing committee. 

The annual business session of the 
association will be held Wednesday 
afternoon, at which time officers will 
be elected and reports of the legisla- 
tive committee, of the special repre- 
sentative to the North American 


Radio Conference, and of other com- 
mittees will be held. 

The convention will wind up 
Wednesday evening with the organi- 
zation meeting of the new board of 
directors, and the annual banquet of 
the association. 


Bromiley-Ross Named 


Ward Baking Company, New York, 
has appointed Bromiley-Ross, Inc., 
New York, to handle its outdoor ad- 
vertising. A poster for Ward’s Soft 
Bun Bread will first appear in Octo- 
ber. 


New Akron Agency 


Apex Advertising Agency has been 
formed in Akron, O., by George E. 
Bailey, John A. Bailey and Murrell 
Cummings. 


Campana Seeks 


A Name for Its 
Newest Product 


Chicago, Oct. 4.—Campana _ Cor- 
poration, Batavia, Ill., maker of 
Italian Balm, is introducing a new 
product, described as “the original 
skin invigorator,” but thus far not 
supplied with a name. 

The product’s name is to be se- 
lected by the public, through the 
medium of a 12-week radio contest 
which was launched Oct. 1 in connec- 
tion with the two national broadcasts 
which the company is sponsoring— 
the “First Nighter” program heard 


every Friday night and a half-hour 
dramatic-musical program, based on 
Vicki Baum’s “Grand Hotel,” which 
is on the air every Sunday afternoon. 

The contest is divided into 12 
parts, one each week, with two win- 
ners and a grand prize selected from 
those winning the 12 weekly con- 
tests. Weekly winners will receive 
$500 each, the grand prize winner 
pocketing $3,000 extra. 


No Name on Package 


A unique feature of the contest is 
the close tie-up with the product’s 
package. The carton carries the 
name “Campana,” and down in a 
corner the words, “the original skin 
invigorator,” but the space obviously 
designed to carry the product’s trade 
name is left entirely blank, while 


small type directs, “In this space 
write plainly name you suggest.” 

Contestants are required to submit 
a carton, or its facsimile, with the 
suggested name written in in the 
space provided, and his name and 
address on the back. 

Introduction of the new product is 
not interfering with intensive pro- 
motion of Italian Balm. “This year 
—60 million national magazine mes- 
sages—two national radio programs 
and one million samples,” dealers are 
being told through advertisements in 
the trade press. 

Italian Balm, which has heretofore 
been sold only in bottles, is now also 
being sold in tubes priced at 25 
cents. 

Aubrey, Moore & Wallace, Chi- 
cago, handle Campana advertising. 


white families. 


combination of media can approach that 


coverage. 


From Oklahoma and Texas to the Atlantic 
Coast, the South today has spending money. 
Sales figures are showing substantial gains. 
Newspapers alone can give you your share of 
this responsive loyal market. If you are not in 


newspapers you are not in the South. 


SOUTHERN NEWSPAPE 


SHOPPING ...A very typical lady she 


is ...reading her newspaper before she 
buys. Newspapers give you the only real 
approach to southern buyers. They are read 
and relied upon by practically 100% of all 


No other medium and no 


families. 


income. 


LISHERS’ ASSOCIATION 


SIMPLE FACTS 
About Southern zi 
_ Newspaper Coverage 


@ Practically 


@ Circulation of other media not com- 
parable in size or productivity. 


@ Southern market represents ideally 
balanced agricultural and industrial 


@ Low linage rates enable you to work 
markets intensively. ; 


Detailed information on Southern 
markets is available from Southern 
Newspaper Publishers’ Association, 
P. O. Box 468, Chattanooga, Tenn. 
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Paper Plants to Merge 


Three pulp and paper plants on the 
Pacific coast, Rainier Pulp & Paper 
Company, a Crown-Zellerbach sub 
sidiary, San Francisco and Shelton, 
Wash.; Olympic Forest Products 
Company, Port Angeles, Wash., and 
Soundview Pulp Company, Everett, 
Wash., have announced plans for a 
merger. 


Market Surveys 


—in Memphis and the Mid- 
South made to aid you in get- 
ting better advertising results. 
Write. Outline your problems. 


Ransom & Ransom 
Memphis, Tenn. 


Weekly in Providence 


The Examiner Publishing Com- 
pany, Providence, R. I., recently in- 
corporated by Milton S. Brandt, 
Grayce Silwinski and Ralph E. Dow- 
dell, will publish a new weekly news- 
paper. 


Mosesson Re-appointed 


David S. Mosesson has been re- 
appointed instructor of the class in 
advertising procedure at the school 
of business of the College of the City 
of New York. 


Lois Marphy Is Editor 


Lois Murphy has joined Tower 
Town Topics, Chicago, as managing 
editor. 


We can't claim complete 
coverage for the whole 
automotive field. We'd be 
all wet. And your opinion 
of us would be decidedly 
damp. 


Ours is a cut and dried cir- 
culation — a profitable cir- 
culation for a rapidly in- 
creasing group of satisfied 
advertisers. 


Automobile Digest is 
edited exclusively for the 
Automotive Service-Mind- 
ed. And who are the serv- 
ice-minded? They're the 
key men in a lively mar- 
ket — they're the actual 


Complete Coverage? 


AUTOMOBILE DIGEST 


FOR AUTOMOTIVE SERVICE SHOPS 
CINCINNATI, O. 


purchasers, or directly in- 
fluence the purchase of 
everything affecting the 
operation and mainte- 
nance of the automotive 
establishment. By position 
they are shop owners, 
service managers and 
mechanics. 


If this is your market, we 
have the largest paid cir- 
culation headed down that 
avenue. (50,476 A.B.C.) No 
waste. 


Our lineage continues to 
show a gain over last 
year. 


NRA DRIVE 0 
INDUCE BUYING 
STARTS OCT. 9 


Minimum Prices for Food- 
Stuffs Opposed by AAA 


Washington, D. C., Oct. 5.—Mon- 
day, Oct. 9, has been set as the date 
for the initiation of a concerted drive 
by the NRA, business and industry to 
convince Mr. and Mrs. Consumer that 
“now is the time to buy.” 

“Without the ballyhoo, red fire and 
hoorah of the ordinary ‘drive,’ every 
available medium—newspapers, mag: 
azines, radio and motion pictures— 
will be utilized to reiterate that the 
inevitable result of a successful pro- 
gram to put men back to work will 
be higher prices,” a release from the 
NRA describing the drive declares. 

While this same release points out 
that outstanding advertising men do- 
nated their services to the NRA in 
planning the “now is the time to 
buy” campaign, it also reveals that 
“the effort of the federal government 
in this buying campaign will be 
largely directional and educational,” 
with the active drive being carried 
on and financed by industries and 
merchants locally. 


Price-Fixing Controversy Rages 


Controversy over the stop-loss pro- 
vision in retail codes still rages here, 
with the finding of a solution appar- 
ently made still harder by the fact 
‘hat various units of the NRA itself 
have taken directly opposing stands 
on the question. The consumers’ 
council is still of the opinion that any 
price-fixing policies allowed in codes 
will reaet to the detriment of the 
consumer, while Gen. Johnson and 
several of his deputies are reliably 
reported to lean toward the belief 
that the inclusion of reasonable pro 
visions of this type will aid all con- 
cerned. 

Letters, telegrams, briefs and what 
not from organizations of consumers, 
retailers and others have poured in 
to the NRA since adjournment of the 
retail code hearing, but they serve 
only to further becloud the issue be- 
cause of the multiplicity of views ex- 
pressed. 

The entire subject will very likely 
be rehashed again at the public hear- 
ing on the master code for the food 
and grocery retail trades, scheduled 
for late this week. 


MAKES EFFECTIVE USE OF SMALL SPACE 


MILLER & 


Simce abe 
CHICAGO 


since vp 
CHICAGO 


HART 


Typical single column copy being used in Chicago dailies for Miller 

& Hart Company. The conversational copy is pointed out by the 

arrows, in place of the usual balloon. Thos. M. Bowers Advertising 
Agency is in charge. 


"This ham sure is “This ham is just "I didn’t know bacon 
swell, Mom!” the way I like it.” could be so good!” 
"There's “Nothing beats - 
none better than the BERKSHIRE It can’t unless | 
. +e + Sugar-cured sugar-cured hickory its BERKSHIRE i 
BERKSHIRE ham!”’ smoked TASTE!” hickory smoked!” 


MILLER & 


a 
—————, 


MILLER & 
since pbs HART 


CHICACO 


HART 


wholesale markup of 2% per cent, 
and a minimum retail markup of 74% 
per cent. 


A. A. A. Opposes Minimum Prices 


“Strong demand for markup pro- 
visions has come from some branches 
of the wholesale and retail grocery 
trades, while others are opposed,” the 
Agricultural Adjustment Administra- 
tion declared in announcing the 
hearing. “Those who favor the pro- 
visions maintain that they would 
eliminate the use of ‘loss leaders,’ 
which are held to be destructively 
competitive, and that they would 
bring about a more wholesome con- 
dition in the industry. 

“Economists and food distribution 
specialists in the Agricultural Ad 
justment Administration who have 
studied these provisions are not con- 
vinced, however, that they would 
have the effect desired by the mem- 
bers of the trade, or that they would 
be workable and enforceable. 

“One possible result of these pro- 
visions which these men foresee is 
the crowding out of many small in- 
dependent merchants. They are in- 
clined to believe that the minimum 
markup would in effect become the 
maximum. Furthermore, large or- 
ganizations which have the benefit of 
quantity buying would be able to 
undersell their small competitors and 
still keep within the provisions of 
the code, they point out. 


Rising Cost of Staples Seen 


“The tendency would be for prices 
on staples which have a rapid turn- 
over, such as sugar, flour, butter, 
canned milk, and others, to be in- 
creased to the consumer, they be 
lieve. Dealer; now work on an ex- 
tremely small margin in handling 
these staples, and the minimum 
markup might actually increase this 
margin. On other articles, which do 
not turn over rapidly, the customary 


This code provides for a minimum | markup is much higher. Under the 
a e 
A DAY * 

Just imagine! You can stop at this smart new 

hotel for as little as $3 a day for one person, $4 

a day for two. Other rooms at $4, $5 and $6. 

Suites $10 for either one or two persons. 

Restaurant prices are economical too—4 

different restaurants with dinner and supper 

. dancing nightly e The Lexington is located 

conveniently in the Grand Central district, 

with quick access to trains, theatres, shops 

and business centers. Try the Hotel Lex- 

ington the next time you're in New York. 
Other Hotels under 
Ralph Hitz direction: 

iin HOTEL LEXINGTON 

Atlantic City 48TH STREET AT LEXINGTON AVE-+- NEW YORK 

THE BOOK-CADILLAC Directed by Ralph Hitz- Charles E. Rochester, Manager 

Detroit 
NETHERLAND PLAZA 
Cincinnati 
HOTEL VAN CLEVE 
Dayton 
e + 


—.. 
== 


code, these markups might be re 
duced. On the average, consumer 
might not pay any more for their 
groceries than they do now, but con. 
sumers in the lower income brackets 
who depend largely on the staples’ 
would pay higher prices, administra. 
tion officials believe.” 

The A. A. A. release further Pointed | 
out that enforcement of the provi. 
sions seemed impossible to them, and 
ended with this significant statement 
by George N. Peek, administrator: 

“The agricultural adjustment act | 
is designed primarily to obtain parity 
prices for farmers. It does not pro- 
vide for the guarantee of profits to. 
any distributing agency.” 


News! Broadcast 
Star Thanks His 


Bosses in Print 


Chicago, Oct. 5.—What is believed 
to be one of the rarest of happenings 
—public thanks extended to an ad! 
vertising agency — occurred in Chi- 
cago this week when Ben Bernie} 
“the old maestro,” and all the lads 
bought 360-line space in local dailies’ 
to say farewell to Chicago and to ex-| 
tend their thanks to their listeners’ 
and their bosses. ' 

The “old maestro,” who has be. 
come a civic character during the 
three years he and his lads have | 
spent in Chicago, working for the] 
College Inn, Premier-Pabst, and’ 
the Pabst Blue Ribbon Casino at the 
world’s fair, left this week with his 
orchestra for an indefinite stay in 
other climes. : 

In typical Bernie style the news } 
paper farewell said: 

“Thanks to all youse guys and 
youse gals in Chicagoland for being 
so nice to the Old Maestro and all 
the lads for the last three years—at 
the College Inn, at the Pabst Blue 
Ribbon Casino, and on the air. 

“We thank you too, Bosses! The 
Hotel Sherman Company; Matteson: 
Fogarty-Jordan Company, our adver- 
tising agency; the Music Corporation | 
of America; the Columbia Broad- 
casting System; the National Broad- 
casting Company; and last but by no 
means least, the Alma Mater, good 
old Pabst Blue Ribbon!” 


Coast Campaign 
California Conserving Company, 
San Francisco, is using a series of 
two-color half-page advertisements in 
Pacific coast newspapers and trade 
papers to introduce a new product, 
California Home Brand _ Spaniola 
Sauce. Emil Brisacher & Staff, San 
Francisco, is in charge. 


Deges in New York 


Carlos Deges, manager of the) 
Buenos Aires office of the Conquest! 
Alliance Company, has arrived at the) 
heme office in New York for a stay of 
several weeks. 


Harness Company Appoints 

Advertising of the Walsh Harness 
Company, Milwaukee, maker of work 
harness for farm and city use, has 
been placed with Freeze-Vogel-Craw 
ford, Milwaukee. 


Two Name Broholm 
Prairie Farmer and The Farmer 
have appointed Gordon S. Broholm, 
Detroit, to represent them nationally. 
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om 
Seeks Damages from A N A ANNI 
Blatz Over Trade Name| fA, lV. A. 
Annie B. Fauser, owner of a San 
3 Francisco beer distributing company, 
has brought suit for $125,000 dam- 
ages against Blatz Brewing Com 
pany, Milwaukee, claiming that the 
on company’s use of “Old Heidelberg” 
Tad on its bottled beer infringes the| New York, Oct. 5.—The fact that 
— originated in 1887 by her|the Association of National Adver- 
father. tisers has adopted a definite policy 
' Miss Fauser also seeks an injunc- 
ess me tion to restrain Blatz from further with respect to all NRA codes relat- 
CE | | use of the name. ing to advertising was confirmed to- 
i siebaciseanibamains day by Paul B. West, managing di- 
. rector. : 
Viscose moma ag-aragd The application by the A. N. A. of 
RT bbe nove SS Inc. New | What appeared to be a pre-determined 
York to direct advertising of ‘Crown policy was noted by ADVERTISING AGE 
Miller and Seraceta yarns, effective Jan. 1,| servers at the recent public hear- 
y the ings on advertising codes. 
tising Proceedings were closely followed 
by Mr. West and two other A. N. A. 
a= MOTION PICTURES representatives, A. E. Haase, consul- 
: ; ° . tant, and George S. McMillan, assist- 
_ be re The New Deal in Selling ant managing director. They were 
nsumers Advertising Agencies, Industrial || the only representatives of organized 
or their Organizations, Educational Institu- || advertisers to have a voice in the 
but con. tions and other film users may avail || hearings, 
brackets | themselves of the services of this Mr. Haase took the stand in the 
- staples! | distinguished Staff of Film Coun- y 
ninisins | esheuns periodical hearing to ask for clari- 
a MORRIS A. EPSTEIN fication of the clause covering the 
> pointed | Managing Director rule that publishers must supply ad 
- a wt | COL. IRA L. REEVES vertisers with complete information 
than ped Public Relations regarding circulation. 
- < | J. MANLEY PHELPS At the hearing on the metropolitan 
saat Educational Editor newspaper code, he asked that, if a 
mee: a A. MALONEY code of fair practices is proposed for 
“ re cientific Editor "this group, his association be given 
ates Y | Of special interest to agencies; an opportunity to express its opinion. 
bart ' We are not affliated with any Permission to do so was granted by 
} ertisin . 
capert eareieee toe united’ mamber the deputy administrator. 
of agencies who may deem it ad- Mr. Haase suggested during the 
jo naa y BAA ay cele hearing on the radio code that it be 
, ae amended so as to define explicitly 
in Production: 1 
ast } Epic of Air Tramportation for'American |{the term “recognized advertising 
Hi : irways, Inc. agency.” He also objected to the 
Is PROGRESS FILM CO, || failure to word the code so as to 
. A Telephone Superior 5601 eliminate pyramided commissions on 
rint Wrigley Building ° Chicago || talent, and opposed uniform rates of 
pay for radio actors. 

“In following this course of action,” 
believed | explained Mr. West, “we are adher- 
ppenings y ing to a policy fixed by our board of 
> an ad: | a directors at the time the NRA pro- 

in Chi- P gram was announced. 

Bernie, } “We have no wish to interfere in 
the lads tee the internal affairs of any industry. 
¥ dailies * j Our interests are limited strictly to 
nd to ex] nee t iS advertising. 
listeners. a “Where codes are honestly con- 

i ceived and properly represented and 
has be) fo) the interests concerned do not seek 
ring the Geono-print to regulate wrongfully the proper 
ids have eaersers see rights of the buyer of advertising, 

a the A quick and economical the A. N. A. will have nothing to say. 
og 7 | lithographic method of However, if any attempt is made 

at the facsimile reproduction to limit or to circumscribe the rights 
with his (Specially adapted for short of the advertiser, we will publicly 
stay in run work) that will afford and vigorously oppose it.” 

you a substantial saving Mr. West said his contacts with the 
he news } on y of your printi NRA have led him to believe that 
i requirements. 8 this department of the administra- 
uys and : tion will eventually wipe out many 
‘or being Write or phone us for Samples unfair and uneconomic practices in 
. and * and complete information advertising and all other branches 
years—@ ° of business. 
bst Blue! Econo-print Department 
ir. MAGILL-WEINSHEIMER COMPANY 
1322 SOUTH WABASH AVENUE, CHICAGO 
es! The Telephone Calumet 7200 / / 
Matteson- ° 
ar adver-| HE Drug business 
~~ Pe defies depres- 
hd ts 
1 Broad: sion." There are 
= ys i 3 d C t many reasons — 
| but effective use 
' 
. | is important — but so is of th o dealer's 
Sompany, little space. Pittsford 2 
eries of 
sc gives earnest thought to means the leas 
plies the small advertisement, 
be gee too, because more is re- EINSON-FREEMAN C0., INC. 
ne quired of it. LITHOGRAPHERS 
ork Ben C. Pittsford Co. a 
on 605 So. Clark St., Chicago payer wie. 
ed at the) Telephone Wabash 0585 store display 
a stay of adverpsing 
»points = T y p 0 g r d p h € r Ss STARR & BORDEN AVES. LONG ISLAND CITY, NEW YORK 
Harness a 
r of work 
™! | Ror Sale 4 DENTIFRICE THAT 

l A new product that is different and that has a strong consumer ap- 
Orem peal. Would link up well with an already established line. Address 
Petes THE LAHEY-DALY CO., 33 West 42nd Street, NEW YORK 
ationally. 
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‘Liberty’ Runs 
Unique Aerial 
Treasure Hunt 


New York, Oct. 5—Though 
planned as a sporting event without 
commercial tie-ups, Liberty’s Aerial 
Treasure Hunt going on this week 
appears to be the kind of stimulus 
from which the private aviation in- 
dustry can derive great benefit. 
Since the huge caravan of 55 pri- 
vate planes left St. Louis Tuesday, 
airplane dealers and manufacturers 
have reported increased inquiries 
which indicate that many are being 
bitten by the flying bug for the first 
time. More inquiries are expected 
after the incubation period. 
Airplane manufacturers, impressed 
by the showing from this event and 
recalling the road tour contests spon- 
sored by motor car manufacturers in 
the early days of the automobile, are 
considering sponsoring similar 
events themselves. 

The idea of Liberty’s Aerial Treas 
ure Hunt was conceived by the 
Sportsman Pilot Association as a 
feature of the National Air Pageant 
here Oct. 7-8. Entries did not come 
in fast enough to suit Bernarr Mac- 
fadden, club member and flying en- 
thusiast for many years, so he of- 
fered to pay the entire expenses, in- 
cluding gasoline and oil, for all those 
who entered, and put up a cup and 
$2,000 in cash prizes for the win- 
ners. 

Search for Clues 


As a result, the start witnessed the 
participation of the largest group of 
amateur pilots ever to make a cross 
country jaunt. 

The event is timed so as to bring 
the flyers to New York shortly after 
the opening of the National Charity 
Air Pageant here Saturday. 

On each leg of the trip the contest- 
ants, aided by clues, search out the 
seven letters of the word “Liberty” 
placed in open fields adjacent to the 
route. When they find a letter, they 
are checked by observers on the 
ground and given a certain number 
of points. 

The pilot scoring the highest num- 
ber of points for the trip will receive 
the Bernarr Macfadden Trophy, a sil- 
ver cup on the surface of which the 
course is charted on a relief map in 
enamel. Others with high scores 
will divide the $2,000 in cash prizes. 

In Mr. Macfadden’s box at Roose- 
velt Field Saturday when the flyers 
receive their prizes will be Eugene 
Vidal, director of aeronautics; Eu- 
gene Y. Mitchell, assistant secretary 
of the Department of Commerce; R. 
J. Elder, vice-president of Macfadden 
Publications; U. S. Senator Robert 
Wagner; Fannie Hurst; Mayor 
James Currey of St. Louis, and other 
notables. 

Mrs. Franklin Delano Roosevelt is 
honorary chairman of the National 
Charity Air Pageant. Mr. Macfad 
den is chairman of the publicity com- 
mittee and Frank A. Tichenor heads 
the advisory public relations com- 
mittee. 

Mr. Macfadden accompanied the 
aerial treasure seekers on the first 
leg of the journey, piloting his own 
plane. 


Two for Ayer 


Runkel Brothers, Inc., New York, 
maker of Runko with Malt, has 
placed its account with N. W. Ayer 
& Son. This agency has also been 
named to handle advertising of 
Fleischmann’s Yeast and Royal Bak- 
ing Powder divisions of Standard 
Brands of Brazil, Inc. Rio de 
Janeiro. 


Fowler With Agency 


Richard C. Fowler, formerly with 
‘he Fitzgerald Advertising Agency, 
New Orleans, and the Millis Agency, 
Indianapolis, has joined Freeze-Vogel- 
Crawford, Inc., Milwaukee, to handle 
association, food and drug advertis- 
ing. 


Cooking Schools Merge 


The Homecrafters, 6 N. Michigan 
Ave., Chicago, who have conducted 
sooking schools for many leading 
publishers, have consolidated with 
Weil, McGinniss & Sloman, Inc.,°535 
Fifth Ave., New York. Offices will be 


Mahan Joins Merchandise 
Division of Westinghouse 


Sidney D. Mahan has resigned as 
vice-president of Greenleaf Company, 
Boston, to join Westinghouse Elec- 
tric & Mfg. Company as merchandise 
advertising manager, with headquar- 
ters in Mansfield, O., Ralph Leaven- 
worth, general advertising manager 
of Westinghouse has announced. 
Before affiliating with Greenleaf 
Company Mr. Mahan was vice-presi- 
dent of Fuller & Smith & Ross, Cleve- 
land, and prior to that was with 
Roger Williams Company and H. K. 
McCann Company. 


Martinsen Promoted 


O. H. Martinsen, with the Collier 
organization for many years, has 
been appointed advertising manager 
of the Philadelphia Advertising Com- 
pany, with headquarters in the In- 
tegrity Trust Bldg., Philadelphia. 


Lovell Appoints 


Advertising of Lovell Mfg. Com- 
pany, Erie, Pa., maker of washer 
wringers, has been placed with Mel- 
drum & Fewsmith, Cleveland. Na- 
tional and trade magazines will be 
used. 


Brewer Buys Interest 


Basil Brewer, publisher and man- 
ager of Standard-Times and Mercury, 
New Bedford, Mass., newspapers, has 
purchased a controlling interest in E. 
Anthony & Sons, Inc., owner of the 
publishing business. 


Princess Pat in A. N. A. 


Princess Pat, Ltd., Chicago, maker 
of Princess Pat beauty products, has 
been elected to membership in the 
Association of National Advertisers, 
and will be represented by Mrs. M. 
M. Gordon, president. 


Eckhardt Celebrates 


Henry Eckhardt, president of 
Kenyon & Eckhardt, Inc., New York, 
presided at an agency dinner at the 
St. Regis Oct. 2 to celebrate the 
firm’s fourth anniversary. 


FIELD 
STRENGTH 


MEASUREMENT 
....is the ONLY PROOF 


of ABILITY to DELIVER a 
SATISFACTORY SIGNAL. 


In the 
9th U.S. RETAIL MARKET 


Served From 
‘MINNEAPOLIS and ST. PAUL 


the actual, measured. (500 microvolt 
signal) PRIMARY AREA of 
KSTP is: 
1,142,093 population 
282,218 families 
199,398 radio sets 
EST. (Primary & Secondary) 
TOTAL: 


3,222,040 population 


KSTP 


OFFICES: St. Paul Hotel, St. Paul, Minn. 
Branch Offices: 


Minneapolis — Chicago — New York 


Castle Films to Ayer 
Castle Films, New York and San 
Francisco, producer of business mo- 
tion pictures, has placed its account 
with N. W. Ayer & Son, Inc. Con- 
sumer and trade papers will be used. 


Daily Changes Hands 


The Carlsbad, N. Mex., Daily Cur- 
rent-Argus, has been sold by the New 
Mexico Publishing Company to F. B. 
Rigdon and E. S. Kerrigan of Okla- 
homa. 


No. 8 of a series 


accumulative 


results-- 


advertising does not bring 
results in a month. It is 
insurance against being 
forgotten. Results are ac- 
cumulative over a lon 
period. Premium is small. 
May we tell you how 
small? 


ARCHITECTURE 


PUBLISHERS 


Charles Scribner's Sons 


FIFTH AVENUE AT 48TH STREET... 


New York—also Chicago, Cleveland, 
Boston, Pittsburgh, San Francisco, Los 
Angeles. 
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A Complete 
Production Service 


TYPOGRAPHY 
ELECTROTYPES 
MATRICES 
STEREOTYPES 
PRINTING 


Western 
Newspaper Union 


NEW YORK - 310 East 45th St. 
CHICAGO + 210 So. Desplaine St. 
and 34 other cities 


neering construction may prove a_ su 


business, 


Mae 


RING 


UNS 


at the latter address. 


and Construction Methods are decidedly in a most advan 


Swe 


NEW 


Construction contracts 
awarded week of 


October 5 total 


$39,604,000 


Type of Work Value Owner Awarded to 
Pubite Butts Basse +se<+ $ ory se : WHO read . 
ndustria uildings ..... 703, these contracts? | ----:: 
Commercial Buildings .... 775,000? got 2 Bre ? 
SE ccbtuseeks + tbbecce 3,428,000 ? current issues of | ...... ? 
Streets and Roads........ 11,299,000? Engineering News-Ree- | |... ? 
Water Wo $29,000? and the McGraw-Hill oa 

hibeet ee es " Construction Dally will eens 

| EY < era 1,019,000 ? cep you informed se- | °*°°"* ? 
pmgetioe and Drainage.. 12,944,000? garding all details of } ---- - ? 
oS eae 5,853,000 ? such projects. j= $f cese-s ? 


Another good week’s showing in the field that is conceiving, laying out and con- 
tracting for the work that the PWA is now releasing at an accelerating pace. The 
October 5th issue of Engineering News-Record devotes several pages to a telegraphic 
survey of PWA progress in nearly every state. What’s actually going on in engi- 


rise to many people. Manufacturers of 


equipment and materials who are advertising regularly in Engineering News-Record 


position for new 


Taw ~ 


S*RECORD” 
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October 7, 193m 


PHOTOGRAPHIC 
REVIEW OF THE 
WEEK 


MICKEY MOUSE AIDS BEVERAGE SALES 


Ludford Fruit Products, Inc., Hollywood, has just introduced this line 
of Mickey Mouse beverages, a feature of which is the cleverly 
printed cutout sheets which accompany all cartons, enabling the 
carton to be developed into a children's toy. Owens-Illinois Glass 
Company designed the cutout sheets which are being used. 


Are You Sure 
that YOUR 

Hot Water Tank 
is any Cleaner? 


“My het water tank cost he in bad roe 

hits th wae past few ements 

~ beer thas Thet tate peri) af its ety we 

reer tst wins eich abet the tok showm at kame inv 
eax out epee obtude « 
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DON'T SHOW ME 
: im cvntrat, « bet water tank HOW DIRTY MY 
form | HOT WATER TANK IS 


Whe ob chomk bom stews F 
She bs aed 


tere teat srtes teres, Be Bow pat a apap te th: 
8 sat J ase 
. 


fee remem wheat thene tacks beh toh 


The “Whitehead Monel Mend “ beri gy A 
Tasch is temstes cog: ter HKD poccnmncd 
bvcdrentatin: pressure, That asmeres 
te 100% creater «terugth than . K 
aust oedinary tank. Yet the “White Bis, Pee cemmien he 
head” i» vemscenahdy prieed and paige wth feet water raph 
merprasingh ~- 


shedetone tes tam ie ote 
wee a thee ies thes peeve water woticen, 


Phomdsing ard vtiver desters wilt Semd the coupum an the sight for mE ITRENAFemAL Nc RSa ComPARt, ow 
ghadby show yom the Whitebrad — thuatrated descriptive literature * ten Yoo 
Matet Metal Hot Waser Tak. amd rem oereas atest 
ether ess, tuo Mhod Metal 0 Rae a 
Sinks, Kitches Cabinet Tq, and SS 2 
tomers with Meorl Metal tope tm 
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T MONEL METAL 4. 
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DEVELOPS NEW TECHNIQUE FOR SPEED SHOTS 


. “< a * « 
a Rie 


ae anes 


Lee Anderson Advertising Company, Detroit, has introduced a new technique by depicting "spee@ 
lines" in photographs without retouching, at the same time avoiding distortion. A time exposure dogg 
the trick. This photograph for Chrysler is the work of Raphael Wolff, of Wolff-Cooley Studio, Chicaggy 


=: 


This intriguing photograph was 
used by John C. Maclnnes Com- 
pany, Worcester, Mass., in an 
advertisement for rayon under- 
wear recently, with exceptionally 
good results. Otis Carl Williams, 
Inc., is the Maclnnes agency. 


MONEL USES "MEDICAL" 
ILLUSTRATIONS 


(Left) Illustrations ordinarily asso- 

ciated with medical publications 

are appearing in current copy of 

International Nickel Company in 

national magazines to stress the 

fact that Monel is not "diseased 
metal." 


‘ is ‘ \ =) i Le ; 
TEXAS PACIFIC COAL and OIL CO. 


This advertiser, client of Albert Evans, Inc., agency of Fort Worth, Texas, uses Indians to illustrate 
economy theme. Each caption ingeniously emphasizes the company's trade-mark, T. P. 


similar radio, encased in a cigarette package dress, is being mer- | 


NEW PACKAGE AIDS FLORISTS' BUSINESS 


= : 


By adapting an established food package to use as a “flower pot,” 
Lily-Tulip Cup Corporation, New York, has opened a new vista for 
florists and built a new market for itself. One large eastern florist 
reports the sale of 25,000 “packaged plants,"" and has ordered anj 

equal number of the unusual containers for the new season. 


DISPENSING SWEET COCA-COLA MUSIC 


] 


A five-tube Crosley chassis is hidden in this unique counter radio} 
made of molded Durez, which is being merchandised to soda foun-} 
tains by the radio manufacturer, with Coca-Cola's cooperation. AJ 


chandised to tobacconists by Brown & Williamson. 
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